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Sun. Sand-Surf 


Crisp, colorful canvas is the new story in 
women's sports and casual apparel for 
Spring and Summer this year. Backed 
by tremendous national publicity, these 
appealing novel fabrics promise to be lead- 
ing sportswear sellers in your store during 
the weeks immediately ahead. Promote and 
increase their sales-appeal with Schack's 
Sunshade Series — a Summer-smart new 
line of plants, vines and foliages processed 
in bright combinations of red, green, char- 
treuse and white: a natural tie-in theme 
for your canvas promotion ... or ANY 
post-Easter fashion presentation. Write us 

for your copy of Schack's Sun- 

shade Canvas photographic 

brochure . . . free, of course! 





2516 Armitage Avenue Chicago 47, Illinois e HUmboldt 9-2516 





COmuUrags domore... cost less 


TRADE MARK wis 7 5 ) ' 
f . ) a C « muras are Uses vy America SS Ninest stores rom coast to coast 
(COMMERCIAL MURALS) in} windows and interio;rs. ( reated by le iding designers, produced in 
any size up to 45 1n. by YO in . to fit most any architectural spaces 
Printed by silk screen process in beautifully blended solid and 
halftone oil colors on various types of flexible stock. 
Versatile. quick and easy to handle; can be mounted or framed, 
..- on Feltuk ersatile, q as can be mount 
or used as soft sheets. They can be used again and again 
Comuras afford the lowest cost method of incorporating showman 
ship artwork and design in window and interior promotions 


Vinyl or Paper... 


any size to 48 x 96 inches 


silk screen processed any : Tr : | \ (ee "sone Canto® 
; ; Pe? J 36 in. x 60 in. 
quantity,twototen oil ewelry 36 in. x 60 in 


‘ ad pe -™ i Ss wy a , om J ee = at * PF ' fi 
colors. ; Tit - ° * beh ad & a MAC 


So easy to use... 


Rolled, shipped in tubes 


Light weight 
t Shipping Cost 





Arrow ‘Style and Color Show”. . . 48 in. x 96 in. 
As seen at Davison Paxon Company, anne Ga. Sicilian tilt tine 


Comura 36 in. x 60 in 





Van Raalte ‘Reflections 
of Beauty’’ Fashion 
Comuras 48 in. x 96 in. 


FOR FORD 50TH ANNIVERSARY ... In Ford and 
hs now Lincoln-Mercury showrooms throughout the country. Awag 
xp: " Awarded 1953 Display World Gold Medal Award Se 
s excitin’ —National Advertising Display Classification. pct 


its amazing, , : i aaiiaainies 





yD. 


30 in. x 90 in. 
E-Z MILLS “Sleepwear Palm Beach Slacks Comura 30 in. x 90 in 


and Underwear’ 


Super Kem-T , , ox alee 
Aoplitey” Promotion Comuras 712 in. x 90 in. la\n Mzié CaS 


~—— eee e see 


20 in. x 96 in. 


' 
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For Jantzen...15 in. x 90 in.... with fabric applique 
Warner's Fashion 
Comuvuras 45 in. x 90 in. 


Y 
Mee o% C Cosco ‘Style and Color 
alpen merc tp W. L. STENSGAARD AND ASSOCIATES, INC ein xen 
WILL BE GLAD TO CALL s tee ; ® 48 in. x 96 in. 
NO OBLIGATION 346 NORTH JUSTINE ST., CHICAGO 7, ILLINOIS 
Specialists in Merchandise Presentation * Demonstration * Displays * Exhibits 
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CONTENTS 


Editor's Comment , 
By Helen C. Hicks 
By Irene Miller . 


Developments In San Francisco 

Spaciousness With Modern Interiors 
New York Salutes Spring By Virginia Roehl 
Coulter's Celebrates An Anniversary By Harry Heler 


Interesting Themes Vary Chicago's Spring Windows 
By S. Marie Ware 


By Louis Gehring 
By Howard Kuhn 


Low Cost, Easily Adaptable Ideas For Smaller Stores 
By Jim Kiley 


Promotions Coming Up 


Fashion Dominates Los Angeles Displays 


German Displays 

Bliss In Expansion Move 

Display ... On And Off The Record 
Display Here And There 

Exhibit Displays Can Be Fun 

Trade Personalities 

Holland's Fifth Avenue By Robert Kiek 
News From The NDA By Escher Bettis 
Gosling Wins Medal , ' ' : ' : 
NADI News 


By Paul Ryan 
By Jim Tupper 


By John Bowman 
Your Column . , 
The Display Parade By Jim Tupper . 
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THE DISPLAY PUBLISHING COMPANY 


407 EAST EIGHTH STREET, GARFIELD 2050-2051, CINCINNATI |, 
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OUR NEXT ISSUE 


Several outstanding feature articles 
have been arranged for the April issue. 
One will deal with display at Gold- 
water's, Phoenix . . . and another will 
take you on a visit to famous stores and 
their displays along Lincoln road, Miami 
Beach .. . plus numerous other features 
for the April issue, in the mail April 15. 


THE COVER 


This colorful display is by Henry 
Callahan, Lord & Taylor, New York City, 
using an all-mirror floor and shimmering 
strands of metallic discs which picked 
up the lights and colors and created a 
feeling of motion . . . (Color photo- 
graph by courtesy of Favrex Designs. 
Hackensack, N. J.) 


EXECUTIVE STAFF 


H. C. Menefee, President 

Nathan Silverblatt, Manager 

R. C. Kash, Editor 

Robert Silverblatt, Advertising Manager 
John Gilker, Circulation Manager 

Jim Tupper, Art Director 

John Mendell, Production Manager 


Eastern Office 


20 West Tenth Street, New York City. 
Phone GRamercy 7-7277. 


» 
SUBSCRIPTION RATES 


Published monthly at $4.00 a year for the 
United States and Canada To foreign 
countries, $5.00 a year. Canadian and foreign 
orders payable in U. S. funds by International 
money order or New York bank draft. Single 
copies 50 cents. Send all subscription orders 
direct to the publication office at Cincinnati 
Changes of address must be reported at least 
two weeks in advance of effective date; other- 
wise missed copies cannot be supplied 
Entered as second class matter September 20, 
1922, at postoffice at Cincinnati, Ohio, under 
act of March 3, 1879 
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Associated National 
Business Association of 
Publications, Inc. Display Industries 


Pass This Issue Along 
You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other executives of 
your organization and the members of 
your department. 


DISPLAY WORLD 





WHICH STORES WILL HAVE THE MOST BRILLIANT DISPLAYS THIS EASTER? 


A review of Easters past seems to prove conclusively that brilliant 
displays are produced according to this Unfailing Recipe: 


Mix together, six months in advance, the brains of... 


one Display Director 
(0) Mh €-)-) (=> 4 9] -1 4 2a lel lale mil aal-y-dlar-halels 


one Dot Williams 
accept no substitute 


one Mary Brosnan 
70] ale Mem ce) omaar-lalal-1eneliamaat-1.¢-1 4 


DEW Miicvas due. a 


498 Seventh Avenue, New York 18 





Dot Williams, president 
Mary Brosnan Mannequins « Durabelle Plastic Mannequins 


Pacific Promotions 





indifferent, uninterested, he’s no credit fo his store 


® aS 
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e 
He smiles a welcome...invites and helps histrade! % 
oa 


‘..e0eee-WHICH PERSONALITY SELLS MORE?...... 


ee | 


«++ personality?... 





She's brand new ...and breath- cealed fluorescent bulb spreads 
takingly beautiful! Around her an aura of shadow-proof light 
glass-enclosed display section, the Fully equipped with 2. glass 
Siren’s matching wood is secure- shelves, bulb and reflector, and 
ly joined to a one-piece, welded smoothly silent rear doors. 20” 
steel frame. Here's the strength wide, 38” high. Available in 4’ 
and durability of steel combined 0”, 5S’ 4”, and G6’ O” lengths. 
with the sofe warmth of beauti- Model A-845, 6’ length 

ful hot-lacquer Oak finish. Con- only $199.50 


CUSTOM STYLE LOOK 
Need Not Be Custom Costly ... 


SK CUSTOM STYLE INTERIORS are so designed and produced 
that your order is an individual custom order. Only 
STORE KRAFT’S nationwide volume business and pro- 
duction methods give you individual magnetic store 
personality at prices you would expect only in mass- 
production “standard” units. 


OUR 
INVITATION 
TO YOU 


We'll be happy to send you our new photo-brochure 
entitled “How to Build a Magnetic Personality Into 
Your Store.” Just attach the invitation coupon to 
your letterhead and mail today. No cost or obliga- 
tion, of course. 


Stores are like people .. . both have personality! 


Stores ... like people . . . smile a cordial welcome 
or repel with uninviting indifference. They can 

be as attractive and magnetic as a friendly, well- 
groomed salesman. 


This sales magnetism is the job so well performed by 
SK SALES PROMOTION INTERIORS . . . created 
with a custom look . . . designed to dress your 

store in an inviting smile that has demonstrated 
time and time again its subtle ability to attract new 
customers to section after section. 


SK SALES PROMOTION INTERIORS lend 
prestige, stimulate desirability and multiply sales. 
How? By displaying merchandise tastefully in units 
that enhance, rather than hide, the appeal of the 
goods they hold. 


We invite you to accept our invitation below. 
You'll find our free brochure a treasure-trove of 
interesting ideas for your store ... ideas that will 
put you still another step ahead of your competition. 


SK Merchandise Movers encourage 
store-wide shopping . . . literally draw- 
ing customers from unit to unit. So in- 
vitingly is merchandise displayed, that 
values seem greater, more appealing. 


jt OS Be BG SE Oe 
The STORE KRAFT 
MANUFACTURING CO. 
234 N. Main St. 
Beatrice, Nebraska 


Yes, I'd like to receive your new booklet on ‘Magnetic Store 
Personality’ without cost or obligation. 


My name is 


(please attach to your letterhead) 


2 ee a eee 
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uid the new Line-O-Scribe type 


{ 
\ aden 


For romancing 


Qnd evening dancing 


Te Silk Party Gq 


subtle Parisian intluence 
Mm Minute waist with 


Haring stand ott skirt 


The Beaux-Art type brings you a high styled studio lettering for your 
display signing. It is designed to give you an artistic air using large 
capital letters with an uneven semi-joining lower case. The type is made 


on blocks of a uniform length for ease in lining. 


THE MORGAN CO., 3984 Avondale Ave., Chicago 41, 


MARCH, 1954 
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There's a tube for every 
‘meed—round, square, rectangular, 
hexagonal, oval—rack bends and cold. 
rolled channels. 


Moden production methods and efficier nt e 
tube handling services (bending, 
threading, drilling, tapping) make for 
lower costs that should reflect favorably in in. 
your completed product prices. 





of Columbia Tubing, after plating, 
assures better finishes on displays. — 
Surfaces are smooth and free from 
physical imperfections. 





Our warehouse carries a complete line of 
tubing in all sizes and gauges. 


‘k 


a 


e 4 ‘| » Ws ~ | Send for O. D. and weight schedule. 


N/ 
\3 50 CHURCH STREET, NEW YORK 7, N. Y. PHONE: WORTH 4-4350 
WAREHOUSE, MONROE, N. Y. PHONE: MONROE 3-384} 


Affiliated with MONROE. TUBE COMPANY, INC. 


DISTRIBUTORS AND JOBBERS OF 
Cold Rolled and Hot Rolled, Seamless and Cold Drawn 
Electric Welded Steel Tubing | Precision Type 3 Steel Tubing 


PROMPT MILL AND WAREHOUSE SHIPMENTS 


DISPLAY WORLD 
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AFTER YOU COMPARE 
YOU’LL AGREE 


Showcard Machines 
lead the field... 


Regardless of price, you cannot buy equipment that is better- 
in-all-ways than Showcard Machines. Their ingenious method 
of type set-up gets jobs done fast, yet asks no special skills or 
experience. They offer all the flexibility of layout, type faces 
and color you could want, yet keep your sign costs ata minimum. 

Showcard Machines are available in sizes for all require- 
ments. Construction is so rugged and trouble-free that each 
machine carries a full five-year guarantee. Make sure you get 


all the facts and we are quite sure your choice will be the 
Showcard Machine. 





WRITE TODAY FOR FULL DETAILS 


COMPANY 


oe GATE 
1196 MERCHANDISE MART aoe YOU 
CHICAGO 54, ILLINOIS Be 
INVEST 
—_ : 
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EATON GRASS MATS 


Leader in Quality and Sales 


More and more display men and display jobbers are buying 
more Eaton Velvety® Grass Mats every year — 35% more 
in 1953. Here's why — Finest quality, best dollar value, most 
complete line of sizes and shapes to fit EVERY need, and 
largest stocks on hand at all times for immediate shipment. 


SEE YOUR DISPLAY JOBBER FOR THE BEST 


EATON BROTHERS CORP. 


HAMBURG, NEW YORK 














TO YOUR SPRING HOSIERY DISPLAYS 
WITH FAIRY FORM'S NEW GLASS BASE 
DESIGNED ESPECIALLY TO FIT OUR 
TIP-TOE HOSIERY FORMS. 


<EFAIRY FORM'S M3-B fr displaying the new 


en's Bermuda Hosiery 


SHOE FORM CO. INC., Auburn, N. Y. 


in Canada: UNITED LAST CO., LTD., Montreal 


DISPLAY WORLD 





This ts A Somple of Butler Suntast Textured Seamless 


o 


- PREMIERE 
“POR 
PROFITS? 


'. Se \i Poets 
ROLLS: 107 inches x 12 yards AVAILABLE IN BUTLER'S 
INDIVIDUAL CARTONS 22 BASIC COLORS 
UST PRICE: ONLY 2'/2¢ SQ. FT. 
ASK FOR FREE SAMPLE SWATCHES 


Ls 


{BUTLER CO; BUTLER PAPBR 


223 WEST MONROE ST. meee engE 
une | : | "7 655 MADISON AVE. 


7 
1 





ALL FADEsPROOF QUALITY! ALL LABORATORY TESTED? 


BB BARUC COLORS? 


@ 61 — DEEP BLUE 

@ 63 — TURQUOISE 

@ 64 — ALASKA BLUE 

@ 65 — ATMOSPHERE BLUE 
@ 66 — DESERT ROSE 

@ 67 — PINK 

@ 68 — PERSIAN LIME 

@ 69 — CHARTREUSE 

@ 70 — ANDES EMERALD 
@ 72 — DEEP GREEN 

@ 73 — LEMON YELLOW 
@ 74 — FORSYTHIA YELLOW 
@ 75 — ORANGE 

@ 76 — RED 

© 77 — GARNET 

@ 78 — BUFF 

@ 79 — TANBARK 

@ 80 — COCOA BROWN 
@ 81 — PURSUIT GRAY 
@ 82 — OXFORD GRAY 
@ 83 — BONE 

@ 84 — BLACK 


Available For Prompt Shipment From The Better Display Distributors 


110 Years of Paper Research and Merchandising 





... and he thought she was real! 


This top-flight, quality mannequin 
realistically priced at $149.50 

[in quantities of six or more less 10% 
discount}. She is but one of 

a series in the new TERO line. 


@ Fiberglas reinforced plastic without 
loss of sculptured detail 


e Air-light in weight 
e Custom-tailored coiffures 
@ Life-like, pliable rubber hands 





Among the top fashion stores using and 
re-ordering: 
Russeks Fifth Avenue 
Stern Bros., New York 
The Jordan Marsh Co., Boston 
The Bon Marche, Seattle 


TERO INC. 


Showroom: 213 West 33rd Street, New York City, CHickering 4-5977 
Factory: 345 West Broadway, New York 13, WOrth 4-8683 











—_e—— ae ee ll eee ee ee ee 


we, 
# 
| a 
| Vgh ip 
ic Sue 
<i ce 
, 
. abs 
| Woks 
=. — 
=e 
; y 
bs ‘hog 
eee 
¢ one a 
gee a4 
ee 
ete 
. . 
Se 
Pes ee, 
oes 
y 7 4 
% 
‘ 
Pers, 
ox 





SALES-MAKING MDK-20 end Aidt DAY DISPLAY KIT 


20-Piece Economy Kit Includes: 


Dimensional, self-standing 
11” x 14” posters .... @ $1.88 


Jumbo streamer, 5” x 36”, and 


Matching streamerettes with 
selling messages, 4” x 18” @ 


Standing father and children 
reminder cards, 6’x11” to 7',”x13” @ 


Set of gift box signs, spelling out 
GIFTS, each approx. 6’x7” @ 


Attractive doily signs with mes- 
sages, 12” square, and 


Matching pennants, 12’x18” — 2.25 
Set of 24 badges, 2',”x6” , @ 18 
Group of 12 pink carnations @ 1.00 





Lot of 36 “‘special’’ pointers, 
2," x25 4" @ 15 


Set of 36 featurettes, 1”x3'.” @ 180 


_—_-—-——— 


$15.08 P 
IF. PURCHASED INDIVIDUALLY, “¢. 
- GOST WOULD a 


| Oo. B | MOTHER 
Here are the best sales e DAY 2? 
promotion items, de- oe) 126 26 - _ ; oer May 9° 


signed to complement mde dy 
' 

each other, grouped to- Mother s Day KIT 

gether to make a com- 


plete selling promotion 4 ose < sas a wo . 
for Mother's Day! There 
are stand-up pieces, pin- This one kit, from one reliable Please send us _..__. No. MDK-20 Mother’s Day 


up pieces, pieces to wear, source, at one low price, is de- Se Ee OS ae eae 

and pieces for merchan- signed to make this Mother’s NAME 
dise. Day your best! Order yours 

oot ADDRESS me 

) CITY — + 

DISPLAY MARKETERS INC., 1021 S. 9th St., PHILA. 47, PA. AUTHORIZED BUYER 
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OUR NEW ADDRESS... 


BLISS DISPLAY CORPORATION 
37-21 32nd STREET 
LONG ISLAND CITY 1, NEW YORK 








DEPARTMENT SUPERVISORS ON THE MOVE! 
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TO ALL OUR FRIENDS: 


For 25 years you have brought your ideas, problems, 
contidences and hopes to us. We have tried to interpret them 
efficiently and honestly. Your faith has made it possible for us 
to keep pace with the horizontal growth of new stores. 


After March |5th, we will be in our own 100% modern 
plant . . . no more mid-town big-city congestion. No more 
costly ‘ups and downs.'’ Our new plant will give us a smooth 
production-line craft shop layout all on one floor . . . to serve 
you better — faster — and at lower cost. 


You made us what we are today. Wish us luck for tomorrow. 


Schiopp. 
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PLAN NOW TO ENTER THE 


1954 


DISPLAY WORLD INTERNATIONAL 


DISPLAY CONTEST 


DISPLAY WORLD'S big contest for 1954 
got under way January 15. Decide now 
to take part. There are 98 merchandise 
and service classifications, and every dis- 
playman is eligible for the plaques and 
medal Fifth 
Display Contest — with 306 awards — will 


continue to prove an incentive to still better 


awards. __— This International 


display throughout the world and to reward 
outstanding displaymen with tangible evi- 
dence of their ability. It is our belief that 
this recognition of meritorious work will bene- 
fit the entire profession, and we view it as 
one of our obligations to the field we serve. 
All displaymen are invited to participate. 


There are no restrictions. 








AWARD 
FOF 
DISPLAY 
ACNYINIM 








CLASSIFICATIONS 


. Women's and Misses’ eve- 36. Notions. 


ning wear. 

. Women's dresses. 

. Women's sportswear. 

. Women's coats, suits. 
. Furs. 

Bridal display. 

. Lingerie. 

. Millinery. 

. Women's footwear. 

. Women's hosiery. 

. Handbags, umbrelies. 


Women's gloves, accessories. 


. Jewelry 

Handkerchiefs, blouses. 
. Corsets, surgical garments. 
Women's bathing suits. 
Cosmetics, perfumes, etc. 
Children's apparel. 
Children's footwear. 
Children's hosiery. 
infant's wear. 

. Men's clothing 

Men's shirts. 

Men's neckwear 

Men's hats 

Men's shoes. 

. Men's socks 

Men's underwear 

Men's swim suits 

Men's sportswear. 
Men's toiletries 

. Men's robes 

Men's evening wear. 
Men's qloves. 


Yard goods. 


. Linens, bedding. 


. Furniture. 


. House furnishings. 
. Paints, Wallpaper. 
. China, glassware. 


. Silverware. 

. Toys. 

. Luggage. 

. Sporting Goods. 

. Musical instruments. 
. Radios, television sets. 
. Gift novelties. 

. Books. 

. Stationery. 

. Greeting cards. 

. Drugs. 

. Tobacco, smoking 


equipment. 


. Groceries 

. Candy. 

. Liquor, other bottled goods. 
. Refrigerators. 

. Ranges. 

. Laundry equipment. 

. Lamps. 


Electric and gas appliances 


-A. Major appliances. 
2. Vacuum cleaners. 


. Kitchen equipment. 
. Garden tools and 


equipment. 


. Hardware. 
66. 
67. 


Automobile showrooms. 
Automobile accessories 
and equipment. 


68. 
69. 
70. 
71. 
72. 
73. 
74. 
75. 
76. 


77. 
78. 
79. 
80. 
8!. 
82. 


Florist display. 


Photographic equipment. 
Optical goods. 

Exhibit booth. 

Exhibit display. 
Institutional display. 
Civic display. 
Christmas interior. 
Christmas facade and 
marquee. 

Christmas window display. 
Floats. 

Showcards, pen-lettered. 


Showcards, machine-lettered. 


Showcards, hand-lettered. 
Banks and other service 
institution display. 


. Travel display. 
. Animated display, interior. 


. Animated display, window. 


. Anniversary display. 

. Valentine Day display. 

. Easter display. 

. Mother's Day display. 

. Cotton Week display. 

. Father's Day display. 

. Independence Day display. 
. Thanksgiving Day display 


. Style show setting. 
. Interior ‘‘shops"', such as 


"Town & Country’, ‘Bud. 


get'’, etc. 


. National advertiser's display. 
. National advertiser's display 


unit 
. Miscellaneous. 


Mail Your Entries to Contest Editor 


Top awards will be beautiful gold, silver and 
bronze plaques, and there will be gold, silver 
and bronze medals presented in each of 98 
classifications covering every type of mer- 
chandise. In addition, a gold medal will be 
awarded each month for the best display 
entered in the contest during that month. 
Thus there will be a total of 306 awards. 


Every displayman, no matter where, is invited 
to participate in this contest. There are no 


strings attached, no entry blanks, no slogan- 


writing; nothing is required but good displays. 


Read the rules carefully and get your entries 
started today . . . and keep them coming. 
The more entries submitted, the better your 
chances for international recognition. 


. Any displayman in the world may enter this contest 
it is mot necessary to be a subscriber to DISPLAY 
WORLD. 

- All entries must be of displays installed during the 
year 1954. 

-. Entry is by means of one or more unmounted black- 

and-white glossy photographs, preferably 8 x 10 
inches in size. As many entries may be made as 
desired. No entries will be returned. 
Each photograph must be clearly marked on the 
back with the name of the entrant, store, city, and 
contest classification. Example: ‘John Jones, Dexter 
& Sons, Kansas City, Mo. Classification No. 74’. 

. All entries become the property of DISPLAY WORLD. 
All entries must be sent to Contest Editor, DISPLAY 
WORLD, Cincinnati 1. 

. Entries may be submitted at any time. All entries 
received during a given month will be judged for 
the monthly gold medal award for the ‘Display of 
the Month”. The contest ends December 1, 1954. 

. The entry judged best in its classification will re- 
ceive 3 points and a gold medal; second best, 2 
points and a silver medal; third best, 1 point and a 
bronze medal. The entrant who receives the great- 
est total number of points will be awarded a gold 
plaque, suitably engraved; the one receiving the 
second greatest total number of points will receive 
a gold plaque; the third greatest total number of 
points a silver plaque, and fourth a bronze plaque. 

- Each photograph entered will be eligible for only 
one classification. 

- Judging for the annual awards will be done by an 
outstanding board of well-known display authori- 
ties. Their decisions will be final. 

. Judging for the monthly ‘Display of the Month” gold 
medal award will be done by the editorial staff of 
DISPLAY WORLD. Their decision will be final. 

12. In case of a tie, duplicate awards will be made. 


DISPLAY WORLD, cincinnati, on10 
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POP’S THE OUE STION ~a store-wide 
program for FATHER’S DAY 


Get More Sales Results from 
This Merchandising Event 


Attractive and functional units for store-wide window and interior 
trims available. Can tie in with your advertising for FATHER’S 
DAY. Advertising mats also furnished for complete, co-ordinated 
promotion. This is a great opportunity to get the greatest results 
from the great potential in FATHER’S DAY as a merchandising event. 
Ilustrated—Unit 85472. Large POP’S THE QUESTION Father's Day unit. 
Size overall 66” x 38” x 24”. Head 16” x 9” x 10”. Hand 13” x 84%”. 
Question Mark 25” x 14”. Plaque 6” x 6”. Head of latex rubber in natural 
colors with buckrum hat. Question mark in red flock finish. Pop’s the 
Question hand of heavy board. Box of all wood construction. Finished in 
attractive choice of colors with gold springs and aqua blue tissue for filler. 
Unit gives Jack in Box idea. Wrought Iron legs. Spring wire gold finish. 
Write today to reserve this unusual Father's Day 
promotion for your store. 


EARL W. GASTHOFF COMPANY, Danville, Ill. 


Designers and Manufacturers of Decorative Window and Store Displays 











“Sun-Shield” Invisible Window Coating 
STOPS the HOT RAYS of the SUN! 
Protects Your Store Against Sun Fading! Sun Glare! Sun Heat! 
Without Shades, Blinds or Curtains 
Pd “a “Sun-Shield”’ Transparent Coating Applied Directly 


On Your Present Display Windows, Provides 


Trouble-Free, COMPLETE VISIBILITY 
for your store front displays 


No unsightly shades... No rollers, springs or mechanics needed... 
No need to disturb window displays... No upkeep costs, 
Doesn’t take up one precious inch of space in the window. 
Sun-Shield lets light and sight in... keeps heat and glare out! 








hci diliaihn eee aiennen Sun-Shield comes in several tints to give your 
window displays from costly sua store a special “beauty-glow”— makes the sun 
fading for less than cost of Blinds, work for you. SH ? 
Shades or Cellophane Curtains! Don’t Let The Sun Burn Up ns , of 
Your Profits! 2 


SENSATIONAL ANSWER 7 
TO AN OLD PROBLEM — 
Don’t Delay — Investigate % 
Sun-Shield Today! “a> oant” 


3 
% 








Outmodes wrinkled, color dis- 
torting “‘tramsparent”’ shades you 


forget to roll up and down. SUN 


TRANS-WORLD CORPORATION 


1707 N. Alexandria Ave. * Los Angeles 27, California 


Sun-Shield is Applied Only by Franchised Applicators No rollers, epeinne, of posts to Exclusive Distributors 
Throughout the Country. Write for Name of Sun-Shield am, a Several Excellent Franchises Still Available 


Applicator Near You. Write for Details 
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Howtolncrease Your Selling Area 
Gj Quickly, Easily and Economically 


With increasing emphasis on visual selling, the major problem facing display- 
men today is how to show more merchandise in less space, and at the same time, 
how to display the merchandise dramatically and effectively so that it practically 
sells itself on sight. 


One solution to this problem is “Module Type” Steel Deca Poles. With them, 
not only can you create additional selling space quickly, easily and economically, 
but with Deca Poles you open new avenues to dramatic, dynamic displays. 


Illustrated on this page are two interior displays erected in one of New York’s 
smartest Fifth Avenue shops. In both instances, displays are erected right on 
the selling floor, thereby increasing the selling area. With the aid of imaginative 
trimming and effective lighting, the beauty and color of this fine glassware is 
dramatically presented. 


You can create extra display space by using “Module Type” Steel Deca Poles 
to take advantage of unused display areas in your store. With these poles, sales- 
stimulating. free-standing displays are quickly, easily and economically erected 
anywhere you have a floor and a ceiling or the equivalent. Because of their 
modular construction, sturdy, dependable Steel Deca Poles accommodate any 
ceiling height from 31 in. to 25 ft. and support up to 400 Ibs. Best of all, the 
steel poles are practically indestructible and can be used over and over again. 
Many Deca Pole users estimate that every pole they purchase pays for itself in 
terms of material and labor costs saved the first time it is used. No other display 
prop offers such economy, variety of application or durability as “Module Type” 
Steel Deca Poles. 


Why don't YOU investigate the many advantages of using “Module Type” 
Steel Deca Poles. Write for Broadside No. 40-D. Or better still. test Deca Poles 
in your own store. Order a Deca Pole “Store-Test” Set today. 


Garrison-Wagner Company 


2018 Washington Avenue St. Louis 3, Missouri 


Onder a Deca Pole 
A) oF : Sot 


The best way to measure the value 
to you of “Module Type” Steel Deca 
Poles is to “store test” them in your 
own display department. To help 
you do this. we have prepared. as a 
package unit. two standard “Module 
Type” Deca Poles with an assortment 
of accessory fittings sufficiently com- 
plete to enable you to fully explore 
the possibilities of these display props 
at a relatively small cost. The com- 
plete set consists of two standard steel 
Deca Poles to accommodate ceiling 
heights from 31 in. to 12 ft. 6 in. and 
two each Card or Frame Holders. Face 
Plates without Flange. Face Plates 
with Flange, Drapery Clips. Pole 
Clamps, Batten Brackets and Picture 
Hooks. Total 16 pieces. all in ice blue 


baked enamel finish. 

Price, complete $49.50 
F.O.B. St. Louis 

To accommodate ceiling heights over 


12 ft. 6 in. extra 30 in. modules are 
available at 32.75 each. 
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Large Bamboo Bird Cages, 72" dozen, $100.00 
Medium Bamboo Bird Cages, 54" dozen, 60.00 
Small Bamboo Bird Cages, 36" dozen, 30.00 
Plus 10% for less than dozen lots 
Diamond Bamboo Curtains each, $15.00 


Bamboo Beaded Curtains each, $15.00 


‘ | Large Bamboo Fish Cages, 36" x 1/4" dozen, $100.00 
Feathered Birds : each, $2.50 Medium Bamboo Fish Cages, 20" x 9" dozen, 50.00 
Bankok Squares. ... ) .. dozen, $7.20 Small Bamboo Fish Cages, 14" x 6" dozen, 30.00 
10% additional less than dozen lots Plus 10% for less than dozen lots 


EXCLUSIVE DISPLAY ACCESSORIES 


For Summer Display 


Shown are but a few of our many items for your summer displays. All original and exclusive, 
our complete line includes Screens of Matchstick Bamboo and Wood Slats, Baskets, Stands, 
Butterflies, Hoop Nets, Fish, and other exciting novelties. 


We are fortunate to have these many items to offer, but supplies are limited and to be sure 
that we can fill your needs be sure to send your order quickly. Available through your local 
jobber, or direct. 


WRITE FOR ILLUSTRATIONS AND COMPLETE PRICES. 


Grankel A1s40eciales, Jac. 


56 WEST 45th STREET NEW YORK CITY 36 
Branches: Detroit, Chicago, Los Angeles 
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For Superior Performance ... For Lasting Satisfaction 


Specify a - 
inylite 
PLASTIC RIGID SHEETS 


The Vinylite Plastic Rigid Sheet is a non-shrinking, dimensionally stable sheet especially suited for many purposes. It can 
be easily formed, drawn, machined and worked on without any special equipment. It can be printed, stamped, engraved, 
silk-screened. The stable qualities of this sheet permits perfect register when multi-colors are necessary. It will resist most 
chemical and physical changes that occur in normal product use. Some of the many applications it can be used for are: 


Advertising Displays Maps Three-Dimensional Signs 
Advertising Specialties Name Plates Trays (Jewelry Cases} 


Dials— Window Faces Signs Electro Molds 
Instruments Templates Color Separation Plates 


Samples of Colors and Gauges Will Be Sent On Request. All Sizes and Colors Listed Below Carried In Stock, 


Schedule of prices listed below entitles you to assorted colors without extra charges. 


NY: lite Plastic Rigid Sheets . . . For Immediate Delivery 


ALL SHEETS PRESS POLISHED BOTH SIDES 


YELLOW 
MAROON 


ORANGE CLEAR 


BROWN 


BLACK 


IVORY 


STOCK ; RED WHITE 
COLORS BLUE GREEN 





200 to 999 
SHEETS 


50 to 199 
SHEETS 


25 to 49 
SHEETS 


| to 24 
SHEETS 


SHEET | SHEET 


| 


THICKNESS | SIZES 


SQUARE 
INCHES 





010 


20 x 50" 


1,000 


$1.20 


$1.05 


$ .97 


$ .93 





O15 


20 x 50” 


1,000 


1.64 


1.43 


1.32 


1.27 





020 





20 x 50” 


1,000 


1.94 


1.69 


1.55 


1.50 





025 


20 x 50” 


1,000 


2.34 


2.04 


1.87 





.030 





20 x 50" 


1,000 





2.72 


2.38 





2.17 











RE-CUTTING TO SMALLER SIZE—ADDITIONAL—ASK FOR QUOTATION 
TERMS: NET — F.0O.B. OUR PLANT 





Plastic Binding Corporation 


Dept. D.W. 
15 WEST 24th ST. 
NEW YORK 10,N.Y. 


Dept. D.W. 
732 SHERMAN ST. 
CHICAGO 5, ILL. 


Originators of Plastic Binding in America 
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yew clear plasti 


Sic Nin 


Crystal Clear Solution to the 
ever-present problem of 
how-to-hang Showcards and Tear 
Sheets attractively and dramatically 
—without fuss or trouble. Just slip 
your sign under the plastic lip— 


and the job is done! Instantly! 





And that's not the half of it! No 

matter what Size or Shape, the New 

Crystal Clear Plastic Sign King will 

display your message in store window 

or interior, better, cheaper and quicker 

than old-fashioned frames or other unhandy, 


improvised gadgets you might now be using. 


holds cardboard, paper & metal equally well... 


To top it off, not only does the Plastic Sign 

King Beautifully Display any Size or Shape sign, 
but it will hold anything—and we mean from a 
sheet of tissue paper to a complete magazine! 
Board, Paper or Metal, Sign King holds ‘em all! 
Tilts, Swivels and Turns to give variety and 


effect—time-and-temper-saver extraordinary. 


Guaranteed to fit any stand you own—or 
available complete with the adjustable stand 
illustrated. Indispensable! Inexpensive! 


No. P95 No. P95/12 
Plastic Sign King only Plastic Sign King and 


$425 Adjustable Chrome Stand” 
] each $325 each 


Less than 6, $1.50 each Less than 6, $3.50 each 


*Stand is 12” high and adjusts to 24” high. 
Polished Chrome, 'Heavy-Duty, Non-Tip Base. 


RED WING PRODUCTS 


NEW HYDE PARK, N. Y. 
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spotlights your 


COPY CARDS 


like never before! 


gives your 


TEAR-SHEETS 


that extra punch! 


displays your 


SHOW-CARDS 


prominently! 


makes your 


DISPLAY SIGNS 


stand out! 


shows off 


PHOTOGRAPHS 


at their best! 








GREATEST BOOK ON DISPLAY 
Ever Published, Say Country's Leading Display Authorities 


NOW IN ITS SECOND EDITION 


DYNAMIC 
DISPLAY 


TECHNIQUE AND PRACTICE 
By FRANK J. BERNARD 
Contains Everything 


ABOUT DISPLAY 
— You Must Have A Copy 


...to make your displays sell more goods faster 
...it’s the kind of book you have been waiting for 
...it's a necessity for everyone engaged in display 
or using displays 


SIZE 9 x 12 INCHES — CLOTH BOUND 


268 pages 


MORE THAN 


600 illustrations 


The publishers of DISPLAY WORLD for years have sought a 
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Endorsed by the country's 


Variations on a Basic Idea 
The Display Calendar 





modern text and reference display manual of this kind and now, 
in DYNAMIC DISPLAY, they offer a long-needed book which 
everyone in display will be proud to own. It is a complete 
treatment of modern display technique and practice. The 
student will find it a sure guide to display techniques and a real 
help toward steady improvement and perfection in his work. 
For the experienced and professional displayman it is rich in 
foremost display directors. display ideas and an invaluable reference work —in fact. a 
display library in itself. Retailers, both large and small, will 
find it a positive guide to good selling displays. The author 
$ draws freely on his wide experience to explain each facet of 
PRICE POSTP AID retail display and shows by photographs and sketches the 
practical application of display techniques for modern displays 
H H i that sell. Display problems and their solutions are explained in 
Immediate Delivery: detail. It gives display a scientific background to make the 
PARTIAL LIST OF CONTENTS medium of display more powerful and effective. Study the 
oa partial list of contents and you will realize that this is a book 
Training for Display Work you MUST have. Its value to you cannot be measured by its 
Recipe for a Displayman reasonable cost. 
Common Errors in Display 
Working Methods 
Application of Art in Display 
Abstract Art in Display 
Technique of Painting 
Technique of Enlarging 
Eye-Catchers 
Paper Sculpture 
Display Materials 
Papier Mache 
Balance and Symmetry in Display 
Line and Form in Display 
Principles of Contrast 
How to Master the Space Problem 
Preparatory Work 
The Window Plan 
Birth of a Show Window 
Display on a Small Budget 


Layout of Merchandise 
Display of 19 Different Wares 
Small Windows 

The Store Front 

Interior Display 

Expositions and Trade Fairs 
Decorations on the Store Front 
The Flower in Display 

Color 

Paints, Binders and Thinners 
Lettering and Display Signs 
Lighting 

Animation in Display 

Figure Draping 

Display Fixtures 

Economy and Good Housekeeping 
The Workshop 

Windows of the World 


Order Your Copy NOW! 


: DISPLAY WORLD, Cincinnati 1, Ohio 


[] Please send me postpaid a copy of DYNAMIC DISPLAY, for 
which $10.00 is enclosed. 

[] Please send me a copy of DYNAMIC DISPLAY and enter or 
extend my subscription to DISPLAY WORLD for one year, for 
which $13.00 is enclosed, a cash saving of $1.00. (All foreign 
combination orders, except Canada, $1.00 additional. ) 
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Pefinished in lustrous lacquer 


...and priced 
about the same as 


ordinary panels 


There’s no delay when you use Upson Peg-it Panels 
They are ready to go to work the minute you unwrap them. 
What’s more, their off-white tone blends well with almost any 
setting. And the lustrous lacquer finish prevents dust, dirt, 
fingermarks from penetrating the surface; soil wipes away 
with a damp cloth. Best of all, you get these handsome panels 
with smooth, clean perforations—pre-finished for about the 
same as ordinary unfinished panels. The Coupon will bring 
you more detailed information. 


OTHER UPSON PRODUCTS: Easy Curve Panels + Striated Panels 
Strong-Bilt Panels + %-inch Panels + 44-inch Panels + Cut-out letters 
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4 x 8-FT. SIZE IN THREE STYLES: 


3%.” thick 
with 6” holes on 2” centers. 
with 346” holes on 1” centers. 


VY,” thick 
with %2” holes on 1” centers. 


WE CUT TO SPECIAL 
SIZES AND SHAPES 


Oblongs, rounds, squares . . . any 
shape, any size you might want. 
Check coupon if you want details. 


The Upson Company 
223 Upson Point, Lockport, New York 


Please check one or both squares. 


| | Please send me FREE detailed 


information on Upson Peg-it Panels. 


& Please send me FREE information 


on special pre-cut sizes and shapes. 


NAME 





NAME OF FIRM 





STREET 
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The other day I had an opportunity to look over some charts and 
figures worked up by the Associated Business Papers, forming a projec- 
tion of what the population, retail business volume, national income, 
production, and the like will probably reach in 1975 -- 20 years from 
now. It might seem fanciful to think in terms of 1975 when we are all 
concerned with the immediate problems of 1954, but it doesn't seem 
that way at all when you look back to the growth of our population, 
production, and retailing since 1955--a year which most of us can 
recall quite well and which is only as far back in history as the 
projection looks ahead to the future. 


The forecast is literally breath-taking. In the first place, it 
is based on population and its growth: Known population in 1955 and 
1954, of course, and the estimated population of 1975. Population in 
terms of growth is important to all of us in many ways, but to 
retailers and displaymen primarily because such growth represents 
expanding opportunities to sell. AS it grows it means more people to 
buy all kinds of goods, it means more stores, more production, more 
money in circulation, more jobs. "People make markets." 


Since 19355 to the present time our population in the United 
States has grown from 127 million to more than 160 million, and in 
just seven more years there will be an additional 17 million to swell 
that total. Experts expect the figure to be more than 200 million in 
1975, or 40 million more than now. 


In national income we increased more than 400 per cent from 1955 
to 1953, and that percentage should rise to 650 by 1975. Department 
store sales went up 290 per cent between 19355 and the present, and the 
projection forecasts a total increase of 450 per cent in 20 years. 


Perhaps it is time to start thinking about what this will mean. 
Will cities grow and grow as such, or will there be more and more 
decentralization and networks of shopping centers extending out from 
the hub of each "city" for a radius of 50 miles or more? What provisions 
will the stores of 1975 have to make to serve their customers? And how 
will display change -- as it will have to change --to deal with the 
aqeveloping times? 


There are men and women just now entering display who, in 1975, 
will be heads of their departments. Their's will be the same basic 
display problems as we know them now, but altered by changes in 
retailing, transportation, and shopper habits about which we can hazard 
only nebulous guesses at the present time. One opinion that I would 
advance with confidence is that display techniques and equipment will 
progress more from 1954 to 1975 than they did from 1900 to 1954 -- and 
that was a big jump indeed.... 


If you can possibly do so, obtain a copy of the brochure called 
"Woolworth's First 75 Years." It describes in detail the birth and 
rise of the giant Woolworth chain and makes inspiring reading. Back 
of this organization, of course, was F. W. Woolworth and the story is 
largely one of his determination, vision, and ability to break with 
traditional merchandising methods. (Please turn to page 66) 
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“ARCHITECTURAL HEROICA” 


heroic scale handprinted on a seamless rr ny 
eight feet wide by six feet high, Color ar “ fro 
primary hues. Coordinated depres. agi va 


LAVERNE ORIGINALS 
160 East 57th Street * New York 22 °« Plaza 9-5455 
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glowing lights on clear glass shelves which 
are easily adjustable to any desired height. 

The semi-circular wall with its burlap cov- 
ering lends a distinctive neutral background to 
show the merchandise to the best advantage. 

“The ‘Red Cross’ shoe is a brand new line 
with us,” explains Mr. Barry Livingston, 
buyer and manager of this department. “We 
wanted the department to attract as much 
trathc as possible, and it is bringing in more 
and more people all of the time.” 

Heretofore, Livingston's carried only the 
Laird Schober and La Valle shoes, ranging 
in price respectively from $14.95 and $22.95. 
They are located on the third floor. The 
“Ked Cross” shoe sells from $8.95 to $12.95, 





and according to Livingston 1s made by per- 
haps the best known popular shoe house fea- 
turing one brand name only. 

















This new department is situated to the left 
of the main aisle between the millinery. sec- 
tion and the elevators. The selling space 
covers an area of 350 by 50 feet. Undiscern- 
ible is the door leading to the spacious stock- 
room; it is located in the space between the 
last two rows of upright lights on the far 
left-hand side of the semi-circle. On the ex- 
treme right is a maze, concealing a= small 
othce. 


Twenty-five Danish modern chairs with 


Developments In San Francisco 


By HELEN C. HICKS 


URING recent months several interest- shopper's attention is drawn to it quite auto- interesting barrel backs and firm sisal rope 
ing developments have taken place im matically the moment she enters the store. bottoms complement the floor covering, a soft 
the San Francisco retail picture. Extending from the floor to the gracefully lush green carpet. There is one full-length 

Livingston's, one of the smart Grant ave- curved mezzanine are multi-columns of thin- mirror, and many other permanent fixture 
nue stores, opened an unusual new shoe de- — line neon tubes, encased by attractive brass mirrors. These are attached to the ends of 
partment some time ago Although it 1s lo- finishings. “Red Cross” shoes and feminine low wooden dividers. 
cated towards the rear of the first floor, a accessories are displayed between the soft Teak wood, used throughout the department, 
adds to the light, fresh feeling. 

“We do not use more than two shelves in 
each space between the lights,” explains Liv- 
ingston, “because we felt that to use more 
would mean placing at least one higher than 
eye-level. We did not want that, because we 
like for people to pick the shoes up and 
examine them — sort of a semi-self service 
idea.” 

Highlighting the shoe display are draped 
nylons, bright flowers, fancy silk scarfs, hand- 
bags, and choice perfumes. 

The clever Cobbler Bar is located in one 
corner, nearest to the elevators. 

“We figure that we have an excellent trattic 
location here,” says Livingston. 

The atmosphere of self-service is definitely 
felt at the Cobbler Bar, where merchandise 
familiar to most everyone is handled: the 
popular “Red Cross” sport shoe, the “Cobbie,” 
“Kedettes,” and rainwear. 























“We count on it more for a display space 


—Semi-circular sidewalls of glowing light call 
the attention of the shopper to the new shoe 
department of Livingston's the moment she 
enters the store. Footwear and accessories 
are displayed on clear glass shelves which are 
easily adjustable, and on perforated hard- 
board. Wall displays are kept low so that 
shoppers may pick up and examine the shoes— 
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—Three of the window displays of the new 

Atkins store in San Francisco are seen above. 

Special fixtures and props are the rule... 

Below, a view of the store exterior, complete 
with boxed cypress trees— 


than for actual sales,’ comments Livingston. 

The bar itself is covered with a_ plastic 
material which is impervious to ordinary wear 
and tear. Above the bar on the wall is the 
always practical perforated hardboard. This 
permits frequent and easy changing of mer- 
chandise displayed. 

For the department opening considerable 
advertising was done through the local news- 
papers and the weekly shopping guide, as 
well as by direct mail announcements. One 
Grant avenue window, always beneficial be- 
cause of the terrific trafhc, was temporarily 
devoted to the display of “Red Cross” shoes. 
Clear plastic stands suspended by narrow red 
satin streamers held the shoes in midatr. 

‘Business has been very, very good,” con- 
Livingston, 
busy. “It has 
pectations !” 

Jusiness im general in the store 


fides who keeps six employes 


even exceeded our best ex- 
little 
interrupted during the month that it took to 
complete the spectacular new main floor shoe 
department, formerly occupied by blouses. 

When the department first contem- 
plated, the store architect, Mr. Bernard Saba- 
roftf, was called in. 

“Livingston's wants 
with lots of 
That’s all. 

“And he really came up with something un- 
usual,” beams Barry Livingston. “We've 
been told that there is nothing even similar 
to it anywhere in the United States.” 

Another development took place when 
Robert S. Atkins opened its new store last 
fall. 

“Today, as in 1860, Atkins is proud to 
bring to the Bay Area the finest of apparel 
from the markets of the world. Tradition- 
ally we are uncompromising in our insistence 
on quality and value and service with sin- 
cerity. These are yours at Atkins.” Chry- 
santhemums, big and little and very bright, 
plus plenty of greenery, blanketed this sign 
which appeared in one window of the store 


Was 


Was 


different 
told. 


something 


display space, he was 
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on opening day. Crossed spearheads above 
the sign hinted at the regality and formal 
appointments one was to find within. 

“We chose the English contemporary motif 
purposely,” reveals Mr. Daniel L. Pauloo, 
display-advertising manager for all five At- 
kins stores, “because of the opposite trend 
most everywhere towards modern. 

“At this store we decided to 
fine merchandise in an atmosphere of dignity 
and sophistication.” 

The located opposite the north- 
west corner of picturesque Union Square in 
downtown SS Francisco. The permanent 
awnings, on both the Post and Powell street 
red, orange, and Colorful 
shields adorn the awnings. 

Eight permanent, boxed cypress trees along 
the sidewalk create exterior distinction, also. 
On opening day orange and yellow ‘mums 
were wired to the trees. 


present our 


store 1s 
San 


sides, are gray. 


There are 17 display windows, all of the 


shadow-box type, completely framed in Eng- 
lish oak. Brass wire is strung tightly across 
each window in criss-cross fashion. 


“[T went to great lengths,” 
establish individualistic 
jority of the fixtures are imports from Eng 


says Pauloo, “to 
windows The ma 
land, Italy, or France. 
“You'll notice the props 
mens clothing are the 
“Obviously, it's cheaper. 


to display most 
continues 
With only one in 


have no duplications 


same,” he 


advertent exception | 

Notice the knight wielding a sword in one 
window? While it is a focal point, it’s actu 
ally a prop to display a smart hat. In the 
same display the “swing” arrangement for 
suit and and the cocktail table 
rowed from the gift department, all combine 
to make a well-balanced, interesting window. 

Dominating a second window of Mr 
Pauloo’s opening week displays was a full 
calf skin, draped from the backwall to a 
cobbler’s bench, suggesting subtly the quality 
of the sold. At the top of the skin 
was a horsehead in relief frame. 

The background for every picture window 
is an expensive textured fabric wallpaper to 
create a feeling of masculinity. It 1s an asset, 


shoes, bor- 


shoes 


[Please turn to page 63] 
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paciousness With Modern Interiors 


By IRENE MILLER 


Hi- RE are many descriptive words used 
to build pictures of modern interiors, 
and others 
impression 
read 


some describing specifics 
minds eye an 
When hear or 


“streamlined” immediately 


bringing to the 
of spaciousness 


the word 


you 
you 
visualize an impression of spaciousness. 
Here on these pages are photographs of 
modern interiors, some in new branch stores, 
some in modernized old stores, but ail giv- 
ing an impression of spaciousness. Another 
common is the tact 


without the 


thing they all have in 
that this 


waste of any space. 


feeling is achieved 
Certainly these interiors afford a “clean” 
view ot each department — what's there and 
where to find it—quickly and_= easily. 
“Streamlined” is the word that sums up the 
good organization of department units and 
stock, an that is deliberately 
tunctional. 
three 


organization 


These things — an 


impressi m of 


spaciousness, clean visual arrangement and 
functional streamlining — are designed into 
modern interiors in aid of the most impor- 
tant thing of all: to make shopping easier 
tor the customer, to put to work the modern 
concept of self-selection. Toward this end, 
quantities of merchandise are on display in 
the departments at all times, but without 
clutter or crowding. Not only does buying 
become easier in modern departments such 
as these, but selling is stepped up. The 
customer 1s pre-sold just by looking around, 


—The first three photographs are from Straw- 
bridge & Clothier, Wilmington. Upper left, 
a neat, well-lighted displayer invites closer 
inspection of the women's shoe section . . . 
Upper right, the Sportswear Shop is given a 
semi-enclosed effect . . . Lower left, the bed- 
ding shop is small but well stocked and with 
most merchandise visible . . . Lower right, 
from Forbes & Wallace, Springfield, Mass.— 
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and the point-of-sale is frequently the point 
of self-selection, with the transaction com- 
pleted quickly. 

Lighting is an important factor in creat- 
ing an impression of spaciousness, and this 
is very effectively demonstrated by the pho- 
tograph of Strawbridge & Clothiers new 
branch store in Wilmington. The indirect 
lighting is recessed into the ceiling for a 
maximum high ceiling effect. Long, narrow 
light panels are used to flood aisles with 
adequate, easy -on-the-eye illumination. 
These light panels are placed fairly close 
together for an even distribution of light 
and an over-all effect of indoor daylight. 
Wall units are indirectly lighted at the top, 
reflecting against the wall at a high level 
of visibility. Merchandise displays are also 
indirectly lighted, pouring light from above 
into stock cases and shadow-boxes, usually 
against white backgrounds for stand-out ef- 
fect. 
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The handbag department, on the main 
Hoor, displays a great number of bags. Not 
an inch ot wasted. Both the wall 
units and counter cases line up bags, bags, 
and bags, 
because ot the 


space 1s 


more one 


effective 


clearly visible 
lighting. Top-ot- 
counter stock is shown in close, neat torma- 


each 


tion, without jumble or piling. The customer 
looking around in this department can see 
many bags of many types, in many colors. 
knough bags are kept on top of the counter 
to satisty the merchandise in 
the hand. There is nothing forbidding about 
this department display. The handbags in 
the cases can be clearly seen, with plenty 
of stock on top of the counter that the cus- 
tomer teels free to handle. This happy com- 
bination of and handling not only 
helps in self-selection, it also impresses the 
customer with her wide 
variety. The steps into the 
selling picture, not from scratch, but from 
the pre-sold advantage of finding for the 
customer “this bag in blue” or “a bag some- 
thing like this, but with a wider handle.” 
There's a main floor shoe department at 
the new Strawbridge & Clothier. A neat 
two-step unit with curved ends uses hooded 
panels to diffuse lighting on the display of 


urge to get 


seeing 
tree choice of a 


salesperson 


shoes, one of each pair on the lower level 
for maximum display of styles; paired on 
the upper for the completed fashion 
picture that coordinates handbags and acces- 
The particular value of this inviting 
display 1s its main floor 
traffic aisle, where it literally stands forward 
to invite inspection. Once lured around 
either of the curved ends of this selling dis- 


level 


SOTIeS. 


location—on a 


play unit, the customer is in the shoe depart- 
ment. It’s only a step to the floor 
unit, which is given a double play by virtue 
ot a mirrored column panel. Once the 
customer is that far into the department, the 
salesperson has the opening tor an approach. 

This view of the Strawbridge & Clothier 
sportswear department about 
third of the entire area. Here again wide 


next 


shows one 


—Directly above, four departments get 
valuable display space from this long bank of 
glass-cased wall at Strawbridge & Clothier, 
Wilmington . . . Upper right, from Ohrbach's- 
Downtown, Los Angeles; by removing the dress 
racks and reattaching them in adjustable wall 
brackets, the height of the racks can be 
varied to hold blouses or shirts . . . At right, 
the Oval Room of Ohrbach's-Downtown; the 
inviting display cases are open to the eye from 
every angle— 
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space is the rule — no nooks and 
crannies, space and more space used to dis- 
play great quantities of merchandise. The 
racks are loaded, but accessible, with ample 
room between on both The counter 
units are solid sellers from top to bottom, 
with open display of tolded items and tour 
drawers full of The wall 
loaded, too, with size and color segregation 
for easy-find The — skirt- 
minded customer finds a high concentration 


open 


sides. 


stock. cases are 


selt-selection. 


of styles, colors, and price lines within easy 
distance in this department. And 1tf the cus- 
tomer was not skirt-minded when she came, 
she’s sure to be before she leaves. Also it 
it just one step onward to the jackets that 





go with the skirts tor an extra-unit sale. 

Home departments at this new store tollow 
the same approach to showing more mer- 
Blankets and 
comforts are displayed in one-ot-a-kind va- 
riety on the 


chandise in greater variety. 


glass shelves closely spaced 


to permit single display, with no piling. They 
are easy to reach, one at a time, with mint 
shown 


best 


mum handling. The bindings are 
front-torward to give the customer the 
pomts ot the 
fact 
to tell the customer what the material is, the 


merchandise at one glance 


Price and tags are also tront-torward, 


everything 


by silent 


size, the price, the weight 


she wants to know. all achieved 


[Please turn to page 52] 





ew York Salutes 


HOLGH 


ot as an 


February is usually thought 


in-between month and out 


\\ ardly 


' rewarding 
look to the 
displays 


Punctuated by the colortul 


grav, the aspects 


come m the torward spring 
have evi 


Valen 


tine celebration, there has also been a spuir 


season which the local 


cle need 


execution 
} 
i 


ited in the promotion of tabrics, 


the mew and indispensable spring suit and 


with a telling use of effective 


Having with the 
Miller's displaved 
\djunct to a 
Truly a 


definitely to do spring 


tashion 


picture, [. shoes 


as “Adventurous Successtul 


\\ al drobe 


depicted 11} al 


fashion picture was 


most engaging manner by 
Hazlett Glazebrook. Six 


cardboard panels were suspended by 


Display Director 
white 
brass chains, as shown, each panel bearing 


a tashion sketch composed ot snips of vari- 


By VIRGINIA ROEHL 
Virginia Roehl Studio, New York City 


ous papers such as [. Miller wrapping paper, 
newspaper, “Marbalia,” book-end papers, and 
with the outline black 
and such as flowers, 
and hat pins glued on the sketch. 
Boxes covered with matching papers dis- 
plaved and 


delineated in 
ornamentation 


SO. oon, 
paint 

jewels, 
shoes bags complementing the 
colors and occasion of the sketched outfits - 

as red calt with a grav suit, with a 
red and outfit, black with black and 
pink, tan calf with aqua paisley, navy calt 
with green and blue check, and black patent 
with a grav suit, red striped blouse and hats. 


navy 
blue 


—Top, by Hazlett Glazebrook, |. Miller's 
Lower left, by Phillip Nogga, Bloomingdale's 
Lower center, by Sidney Ring, Saks-Fifth 
Avenue ... Lower right, by Tom Lee, Bergdorf 
Goodman ... (All photographs by courtesy 
of Virginia Roehl Studio, New York City)— 


pring 


Matching bags and 
cluded in the _ set. 

with metallic thread 
while white tabric 

of the window. 


White gloves were in- 
Natural cloth textured 
tormed the back wall, 
was used on the floor 
Kkach year shows an recogni 
tion of the sales possibilities as well as the 
romantic overtone of St. 


increasing 


Valentine's Day, 
with the result that more and more displays 
are keved to this event. 

At Bloomingdale's, iedge displays through- 
out the main floor depicted a 
version of a valentine. 


goodly-size 
The Queen of Hearts 
on a giant plaving card topped the shadow 
box while gilt 
paper 


lace decoupage and honey- 
hearts added visual interest. 
\n old-tashioned bouquet of pink and red 


comb 
roses, with paper hearts strung on a curved 


wire, simulated that sentimental tlower—the 
bleeding heart. 


DISPLAY WORLD 





—At the right, by Henry Callahan, Lord & 

Taylor, New York City . . . Center, by Louis 

Viella, B. Altman & Co... . Below, by Winston 
Jones, Franklin Simon— 


Phillip Nogga, in charge of interior dis- 
plays, used a cut-out of the queen along 
with a navy bag, a small hat on a wire 
form, and a red and white silk scarf. Other 
ot the shadow-box units employed the king 
and the Knave of Hearts in valentines. 

The suit picture was continued by Display 
Director Sidney Ring at Saks-Fifth Avenue. 
accompanied by the legend “Sophie Outlines 
the Coming News.” For this display unusual 
units constructed by Helen Watkins gave 
color and animation to the scene. Simple 
embroidery hoops in various sizes formed 
the basic object in the series of arrange- 
ments which were suspended from the ceil- 
ing. The hoops were combined with cones, 
balls, and abstract cutouts, and strung on 
fine brass chains. 


<a 


The feature colors of the merchandise in 
each window were repeated in the use of 
Huorescent papers used to cover some of 
the circles or glued on the rims of the wood- 
en hoops. Concealed tans gave movement 
to those suspended torms and as they turned 
provided an ettective flash of vibrating color. 
for the soft gray wool suit, worn with 
white hat and gloves and combined with an 
accessory group of dark brown turs and 
leather bag, gravy umbrella and pearls, the 
featured colors of the displav props were 
orange and gray. 

Spring — during the month of February — 
anticipated the new coat suit with its new 
lines, new colors, and new materials and the 
suit picture was well established in dis- 
play all along the Avenue. 

At Bergdort Gaoodman’'s, in teaturing a 
new shade of the brown family, the tashion 
message Was simply stated — “We're in love 
with you... honey.” 

The mannequin in her honey-brown suit 
with pale brown fox scarf was posed before 
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a cut-out painted brownstone house, a tast 
disappearing type which could also be in 
cluded as a corollary to the tashion message. 
The three-dimensional cutout was painted 
in shades of rust, vellow, and black with 
accents as the curtains in white. What 
could be antenna appeared on the root top, 
painted in brown and gold. Brown and gold 
Howers, beige and gold silk SCaTVCS, perfume, 
gold jewelry, and a tan bag tormed the 
accessory group. The thoor was covered in 
tan seamless paper. Display director 1s Tom 
Lee. 

At Lord & Taylor's, tashionable suburban 
living was saluted tn tweedy clothes and 
citv-slick copy held by the mannequins 
the kind of conversational copy that peopl 
stop and read. 

Natural wood columns were set by Hlenry 
Callahan, window display director, on the 
lower level of the window with the manne 


quins posed atop each on the upper level 


of the window. [rom lett to right, tl 
mannequin wore a gray suit, held 
willows and a card which read 
Pennsylvania dower chest. [I tound it 


yy. . ; . , ’ -_ 
[Pleas Puri id? Pade 77) 





With the 
affairs to his 
Charles some. ten 
started by 


delegation of 
-Frank, B. F., 
churches were 
Mr. Coulter, among them his own, 


ministry. pleasant 


business 


SOTLS 


Jr.. and 


the Broadway Christian Church, now the site 
of the This 
perpetuate his erected the 
Memorial Church locally in 1926. 


court house congregation to 


memory Coulter 


So im selecting ai Sustorical theme with 
which to commemorate the 
honking 
store officials happily 


bre ad 


birthday and in 
Angeles 


hit upon a subject of 


Coulter's with Los history, 


public interest since there is such a 


woetul shortage of local memorabilia extant. 


all during the 30-day celebra- 


first 


That's why 
that cur- 
tains were drawn aside on the windows they 


tion since morning when the 
The displays presented 
Angeles life 


and 


colstalit crowds. 
atter 


ct CW 


scene scene depicting los 
and women’s fashions of 75 years ago, 


the store echoed continually with joyful con- 
“Why, | 


wore a dress like 


versation remember when mother 





Coulter's Celebrates An Anniversary 


1 
sucil 


‘nt staged with 


it touched everv- 
Ol bit 


| 
\ner to 


Was pre 
| 


during the 


Holly 
wombs bursting ea 


event Of CIty vile SCOTM With depth 


We said. staged with 


simplicity it would have 
sles of the founder's heart. 


he store, Was a 
, shortly atter he 
| eoods store, 


a £? «co 


ne 


By HARRY HELER 


A vear of patient searching, collecting, sift- 
ing, and sorting went on behind the 
in preparation for the event. The 
Industries, the public library, 
museums all 


scenes 
(,oodwill 
newspaper 
othces, were scoured by 
Coulter people working on the promotion. 
Undoubtedly the single dramatic and 
expensive unit in the historical pageant was 
“quadrama’ which was 
given the most prominent corner window lo- 
cation by Display Director John Cooke. 


most 


the huge revolving 
Here 
were reproduced in miniature four significant 
life of Coulter’s. For 
example, there was the Coulter building about 
1886 when the 


scenes in the business 


store was located in the Hol- 


lenbeck block (1) the southwest corner oft 


7} 


Were 
setay~v 
- 


gy are 
Pros dhbte +4 


} ae 


~ +e 
St ee 
° 


: ie te, 
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: * a. dliitige e 


a 
¥ Bind, 
/*. Mine 
a 


. 
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This. three-dimensional 
contained nine complete 
(Cooke saw to that and 
naturally no true displayman would think of 
permitting even tiny windows to go 
unobserved and so there were eight miniature 
figures gazing upon the simulated efforts of 
an early display director of Coulter's. 

Another mimature im the quadrama_ por- 
trayed Coulter's mill managed by 
Charles Coulter. The original extended all 
the way from near Fifth and Fremont to 
Figueroa, with water spilling down to Flower 
street. From here Coulter's literally blanketed 
California and much of the rest of the country 
since there were only three such mills in the 
entire United States at that time. 

Naturally another scene depicted miniature 
details of the original Coulter store at the 
corner of Temple and Spring, which was 19 
by 39 feet in size and was started with $1,000 
worth of merchandise, all purchased in New 
York City. It was finished with an elabor- 
ate pink pastel mother-of-pearl and 
tufted with than 
nail heads. 

Flanking the quadrama, as in all other 
windows, were mannequins wearing fashions 
of 75 years The dress at the left of 
the main window quadrama worn by 
Mrs. Coulter at her wedding. 
xtreme handling 
many of the dresses, which become ex- 
tremely fragile with the 
Another theme which continued through all of 
with 


Spring and Second. 
presentation 
window 


evell 
displays. 


these 


woolen 


paper, 


panels jewel heads rather 


ago. 
was 
daughter s 
used in 

had 


passage of 


care had to be 
years. 


the windows was an opened scrap book 
a red ribbon page marker; on one page gen- 
erally appeared an & by 10-inch glossy print 


—At the upper left is the motif used by 
Coulter's for interior displays during the cele- 
bration ... Upper right, dresses worn by Mrs. 
Coulter as a little girl and as a young lady 
... Left, the corner window in which was fea- 
tured a revolving three-dimensional ‘‘quad- 
rama’ showing various scenes in the store's 
history; this photograph shows the old store 
front, complete with actual miniature displays— 


DISPLAY WORLD 





—Top, four paintings on velvet showing by- 
gone fashions were used as the background 
for the style show and later served for win- 
dow settings during the 30-day promotion... 
Center, one of the series of window displays 
. . . Below, another scene from the “quad- 
rama’ —this one of an old-time train— 


of an early Los Angeles scene under the hand- 
lettered, illuminated heading “Coulter's 75th 
\nniversary.” Alongside these scrapbooks 
were 30-inch gilded or pink pixies’ with 
Wings. In another window were dresses 
worn by Frances Coulter when she was a 
little girl, when she was a young lady, later 
as a prominent leader of Los Angeles com- 
munity life, ete. 

\nother touch of genius was the happy idea 
of creating an exclusive, beautiful 14-carat 
gold wild poppy pin set with fine diamonds 
for the promotion. These were given to the 
person (adult) holding a winning ticket each 
day. The pin was created by Ralph De Rosa, 
New York City, exclusively for Coulter’s as 
a special 75th anniversary commemoration. 
The idea ot using the wild poppy as _ the 





motif was due to the fact that it is the Cali- 
fornia state tlower. 

One ticket a day was made available to 
each adult person calling at a designated spot 
within the store in connection with the pin 
awards. Upon receipt of the ticket, the 
individual wrote his name, address and _ tele- 
phone number on the stub which was deposited 
and at the close of day a blindfolded employe 
picked the lucky winner (with careful verifica- 
tion to determine that the winning stub did 
not have other stubs in the days’ accumula- 
tion). The wild poppy pin Was on display 
in the store’s jewelry section, priced at $225 
including Federal and state taxes. 

The management of Coulter's always has 
been a family affair. Though founded in the 
middle of a secondary Civil War depression, 
the store grew to become an integral part of 
los Angeles, moving from site to site until 
in 1938 when it settled out in the bean fields 
of Wilshire at the corner of Hauser. 

los Angeles grew with booms and bursts, 
and Coulter's stayed right with it; now with- 
in the hands of six of B. F. Coulter's grand- 
children, and after five wars, some thirteen 
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‘ 
depressions, and an equal number of re 
coveries, and goodness knows how many 
earthquakes, Coulter's still 1s a pioneer piece 
of the city. 

B. k. Coulter also started the first “pro 
duction-line” factory here in Los Angeles, a 
woolen mill circa 1880. The sheep were raised 
on the Van Nuys ranch, blankets being turned 
out near the present site of Fifth and Figueroa 
Coulter also owned in partnership with Judge 
(Chapman the Arrowhead Springs hotel, circa 
1886, and also from the background assisted 
in establishing the forerunner of Chapman 
college. His store has made its retailing 
contributions, too, among them the initiation 
of skeletonized billing (the forerunner of 
cycle billing) and in 1938 being the first de 
partment store in the country to remove from 
a metropolitan area and establish itselt to 
accommodate parking in a suburban area on 
what has since become the tabulous Muracle 
Mile. 


[Please furn to page 60 | 








EW colors, new styling, and new sil- 

houettes vied for favor in Chicago's 

spring showings in display windows. 
The costume suit, the silk suit, the collared 
suit, the brief jacketed suit, and the full 
skirted suit: the princess coat, the briet 
coat, the collarless coat and the cupola 
coat, along with the soft, thin line were 
played up as new in the fashion picture tor 
spring. Spring bridal promotions with all 
their pomp and splendor gave impetus to 
the awakening season, for brides never tail 
to draw crowds. Then, too, there was that 
perennial favorite ... navy blue... giving 
shoppers a wide selection of color and styles 
from which to choose. 

A very catchy color promotion on State 
street was seen at Mandel Brothers (not 
illustrated) in a flower stall arrangement. 
“Thistle-orange glows on town navy,” “on 
pure white, and “spring prints” were a “bud- 
new trick accent for into spring.” Henry 
C. Lytton & Co. sponsored “The smooth 


nteresting Themes Vary Chicago's 


uprise a new slendering waist” as a 
new item of interest to the fashion conscious. 

Carson Pirie Scott & Co. make much ado 
about brides and semi-annually devote all 
of the store’s windows to bridal finery under 
a theme which is repeated in departmental 
displays. These promotions, which are under 
the supervision of Clement Bradley, director 
of display, include the Men's Store —for a 
bridegroom is an important personage in the 
preparation for a wedding and every bride- 
groom is a prospective customer. 

Six ot the State street windows were en 
gaged in the spring bridal promotion under 
the titles of “We spotlight a wedding at 
dusk,” “something blue,” “the candlelight 
wedding,” “the bride in the pink of perfec- 
tion,” “bridal elegance 1954,” and “the bride 
of traditional splendor.” 

The display shown here spotlights “some- 
thing blue,” a delicate blue bridal gown 
modeled on a specially designed plateau with 
two spotlights to carry out the theme. All 
props were black or white, with tiny pink 
roses entwined around candle holders and 
the wires that suspended white Japanese 
lanterns ot various sizes. The lanterns 
spread a warm glow over the scene, aug 
mented by pink lighting washed on the walls. 

One of the Marshall Field & Co. win. 
dows featured “the semi-fitted look,” a coat 
with a modified sweep. John Moss, director 
of design, chose a background of pure white 
with a paper sculpture sunburst on the 
back wall. a rattan chair, and two plateaus 
for the props. In each instance a plateau 
set forward in the window picked up and 
emphasized the suit and accessory colors. 


—Above, a warm glow was spread over the 
scene by the Japanese lanterns, augmented 
by pink lighting washed on the walls. The 
display was by Clement Bradley, Carson Pirie 
Scott & So., and was one of six devoted to a 
spring bridal promotion . . . At the left, the 
principal props were a paper sculpture sun- 
burst and a white rattan chair; the back- 
ground was pure white. The display was by 
John Moss, Marshall Field & Co.— 


DISPLAY WORLD 





—''The Perette silhouette” story was told by 
Reed Schlademan, The Fair Store, in the 
display pictured at the right. Potted tree 
branches and sprays of roses tempered the 
severe lines of the architectural props .. . 
Center, a Valentine display by J. Boghosse, 
Goldblatt Brothers . . . Little fairy castles, 
locomotives, a satin heart, wagons, and two 
exquisite sculptured figures of the Victorian 
era were the main props in the final display 
pictured—by Clement Bradley— 


A silhouette story was graphically told by 
Reed Schlademan, The Fair Store, identi- 
fed as the “Perette silhouette, in the news 
and know of fashion.” The silhouette story 
was repeated by the props in four of The 
Fair's windows, for suits and dresses of 
navy. One display posed a mannequin on a 
platform before a panel, one side of which 
was papered with silhouettes of boy and 
girl dolls, the other side being painted in 
blue tones. \n imaginary archway was 


Spring Win By S. MARIE WARE 


painted on this panel and its shadow was 
painted in navy on the pale blue back wall 
as if light had reflected its silhouette. Potted 
tree branches and sprays of roses tempered 
the severe lines of the architectural props. 

Goldblatt) Brothers’ Valentine windows 
pictured the God of Love as a magician who 
shot little red felt hearts with a bow and 
arrow, a supply of the targets decorating a 
white nylon curtain stretched across the 
hackwall. Eros was stationed on a merchan- 
diser fringed with gold, and gold was re- 
peated as a tie-back for a red curtain in the 
background. “Gifts that do the trick” was 
the copy J. Boghosse, display director, used 
to instill a strong flavor of magic. 

Four Valentine Day gift windows for 
“Brides of today, tomorrow and yesterday” 
were tied in by Clement Bradley with the 
bridal promotion mentioned above by the 
same delicate pink backgrounds and with 
the heading, “We spotlight hearts and 
flowers.” Little fairy castles of shocking 
pink with decoupage of red candy hearts 
and woven gold cording, little trains, wag- 
ons, locomotives, a satin heart, and two ex- 
quisite sculptured figures of the Victorian 
era were the decorative props. Low tables 
of magenta supported a mannequin and a 
wide range of small gift items, contributing 
a colortul, fairy-like quality. Spots of color 
were introduced in the decor by free torm 
arrangements of red candy hearts on the 
Hoor and at the base ot the mannequin. 

The following displays are not pictured: 

The Fair's promotion of gift items for 
valentines was staged as a huge, tolding val- 
entine of composition board with heart- 
shaped cutouts for displaying merchandise in 
a decor of red, hot pink, and white against 
gray backgrounds. Keed Schlademan cen- 
tered a display depicting the knave of hearts 
presenting his lady-love with gifts. “Sweet 
and sentimental —all hearts are happier 
with gifts from The Fair” was the selt- 
explanatory copy. 

Again at The Fair, Schlademan presented 


[Please turn to page 61] 
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by its ehring 


Display Designer and Consultant 
New York 


Arrangement: [his eye-appealina 


nsists ot three detinite 


3 


YOmant?t 
4 - . 


Properties: 


i) 


attractive 


set against 











isolay otf ladies 

TS 
Properties: A cactv play the appro- 
oriate atmosphere. Wallboard covered with a 
lay the attractive belt 


i hate| CaR\ cCmnr i< 
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Arrangement: Here is a last-minute suggestion tor 
an Easter display. It consists of several combined 


elements. 


Properties: The Easter eggs may be made of papier 
mache or cardboard in pastel colors. Attractive 
neckwear is displayed on each egg and a suggested 
facial sketch is painted above the neckwear. Copy 


card is shown in lower foreground of window. 
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COMING UP 


Arrangement: [wo detinite units make u; 


wear aisplay. It is interesting in 


Properties: The two triangular cutout 

° ° c ' ° TI ° 
with suit Ttabrics. he manneauin 
cutout, alona with men's toiletries. 

. . . | ‘ . ‘ 
with suit jacket is shown on the other 
accessories. A series ot these ais: 
shown, each window aepictino 


f . . . 
+ ms oO r .+ 
oaopric in OG Sulit. 


Arrangement: This mens shirt display consists of 
two units. It is simple, ana can be inexpensively 


executed, 


Properties: A cartoon caricature sun cutout is cen- 
tered in this display. Shirts are arranged about 
the sun with a hand from each shirt pointing to the 
un. Lighting is tocused from behind layout. Copy 


| 


card is lined up with shirts. 


—_ “self ed he 
y Peete a & 


ww prone rer’ 
2 J Arrangement: Three definite units are noted in this 


“Ne eage ne” ‘ 


power mower display. 


Properties: A rain cloud at the left of the mower 
and the sun at its right do a good job of dramatiz- 
ing the copy caption, ‘Wear and Tear — Wet 
Grass or Dry.’ These are cardboard cutouts with 
strips of cellophane to simulate rain. Copy card 
is shown at left of window. 





. 
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Fashion Dominates 
os Angeles Display 


By HOWARD KUHN 


\SHION its always news and Los An- 
geles have been 


news for all it 1s 


working 
worth to 
more attractive and 
to joining up and 
teaming together in a pinch. That happened, 
for example, when Paul Smith and Merlin 
lLuick, display directors of Robinson's and 
the Broadway downtown stores, loaned their 


displaymen 
tashion 
make their 


sales 


display Ss 


compelling, even 


time, talents, and facilities in the creation of 
five dramatic which were part of 
a gala fashion presentation of the season's 
newest clothes garnered from the stocks of 
ll participating downtown These 
were televised to millions of Angelenos trom 
the Pacific Ballroom of the Hotel Statler. 

Sponsored by the downtown Business 
Men's —titled “The 


settings 


stores. 


Association, the show 


New American Star’ — featured two acts 
divided into two scenes each, providing ap- 
propriate backgrounds for spring and sum- 
mer styles to be worn trom “nine to five,” 
“time off,’ “at home,” and “on the town.” 
This meant the creation of business office 
settings, shopping settings, back yard, kitch- 
en, and other scenes—not only for the 
tashion show, but some for duplication 
later in windows as a part of the 
follow-through merchandising activity. Ev- 
ery important trend of the season was re- 
Hected in the program slanted to “working 
women,’ which includes wives and mothers 
as well as those who keep office hours. The 
princess and Empire silhouettes, hits of 
1954, were starred, along with shorter jacket 
suits and = straighter lined coats. Men's 
fashions, too, had their innings in this gi- 
gantic attraction designed to draw fashion- 
trade from the out-lying areas 
into downtown Los Angeles. 

Two of a series of displays in windows 
by Henry Jampol, display director of Hag- 
garty’s, are indicative of his intriguing, 
whimsical, light, and delicate approach on 
a variety of merchandise subjects. 

In one (second photograph) a panel flush 
to the glass with the circular, cut-out Japa- 
nese lantern and stylized match-stick bamboo 
plant were all in. subtle with 
the Japanese print dress worn by the manne- 
quin. A script-lettered sign in the lower left 
foreground gave the only’ explanation: 
“Prints Worthy of an Exhibition !” 

In quick change, he utilized a Sternberg 
type of life-size black and white drawing for 
a figure and the pedestal at its right. But 
on the drawing were a genuine brassiere and 
girdle. Again a single sign at the base of 
the subject underscored the point, “It’s a 
s-t-r-e-t-c-h-y subject at Haggarty's Corset 
Shop.” 

In reaching toward Daliesque elements 
of surrealism to dramatize the current men’s 


Store 


conscious 


consonance 


—The first two displays are by Henry Jampol, 

Haggoarty's .. . Upper right, by Joseph Tilner, 

Mullen & Bluett .. . At the left, by Stanley 
Thompson, The May Company-Downtown— 
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—Right, by M. D. Luick, The Broadway-Down- 

town ... Center, by William Meissner, Ohr- 

bach's-Wilshire . . . Below, by William Lam- 
bert, Barker Brothers— 


wear trend, Joseph Tilner, display director 
of Mullen & Bluett’s on Miracle Mile, at- 
tached a giant sketch of the right eye look- 
ing upward upon “Textured Touch Fash- 
ions,” which was in white cut-out letters 
mounted on a black background. In the 
center of the sign at the top he affixed a 
heroic-size left hand just above lettering 
reading “The Rough Touch Is the Smooth 
Look.” Thus with an eye focused on fashion 
and the hand as if to touch and feel the 
roughness of the current high fashion in 
men’s wear, Tilner presented dramatic argu- 
ments designed to discourage the window 
viewers satisfaction with his smooth finish 
coats and slacks of last season. Both the 
black and white feature signs were attached 
to bamboo floor-to-ceiling poles. Window 
tinish textures harmonized in the use of 
rough-cut stone, vertical grain shingles, and 
seamless light yellow paper in the back- 
ground. A> sport coat, checked vest and 
polo shirt were on forms at the left, sur- 
rounded with slacks and accessories at the 
base of this striking display. 

A display series that seemed to touch the 
heart of every woman was Stanley Thomp- 
sons “Something Blue for the Bride,” in 
collaboration with Mademoiselle, in The May 
Company-Downtown. For this striking pre- 
sentation in the big corner window, as seen 
in the fourth illustration, an entire bridal 
procession was presented in a_ refreshing 
setting of white candelabra with blue satin 
ribbons and live ferns. The bridal party 
was dressed in blue, with violet-colored 
umbrellas rather than corsages. The maid of 
honor carried a nosegay of violets, and the 
mother was dressed in soft orchid tones and 
held an orchid corsage. The bride's dress 
was blue-white organdy eyelet over a light 
blue underskirt. White paper bells and 
cupids were suspended from above. The 
background was a misty blue-gray. 

Another in the bridal promotion § series 
featured a curved wall of starched white 
lace, with diffused blue light shining through 
it. Different widths of blue satin ribbon 
held white paper belts suspended from the 
ceiling. The single figure—the bride — 
wore a gown with accents of blue. A small 
accessory or gift unit with blue accents was 
featured with the card sign in blue. The copy 
was “Something Blue for the Bride.” The 
background and floors were gray. 

One of the four accessory shadow-box 
windows which were tied in with the “Some- 
thing Blue” windows for the bride was ar- 
ranged with a white background and floor, 
while the screen and the merchandise were 
blue. 

Another local display expert who recently 
used the device of contrast is Merlin D. 
Luick, display director at The Broadway- 
Downtown, with his “A Barber Shop Quar- 
tette of Gentlemen's Shirts” switched to “A 
Beauty Shop Quartette ...” For this “Wom- 
an Invading a Man’s World” sort of thing 
Luick used a satin beribboned barber pole 
at the left of the window, with a line of 


[Please furn to page 64] 
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Smaller Store 


HE department stores have their spring 

displays installed by this time but many 

of the smaller stores still have to plan 
their window and store interior set-ups. In 
any event, all these units shown on this 
page can be used for early summer displays 
by changing the nature of the artificial flowers 
used on them. 

| always feel that this spring season 1s the 
finest of the entire year, as most people are 
tired of the snow, ice, and Old Man Winter's 
activities in general; the gay spring windows 
give everyone a lift. 

(A) My first stop was to inspect the win- 
dows of Rk. H. White’s store in Boston. This 
sketch shows a low cost but very effective 
decorative effect obtained by the suspended 
cut-outs. They can easily be cut out of 
wallboard with your cutting machine or with 
a sharp matt knife. You will note the clever 
way that the pieces or sections cut out of the 
squares can be used for the connecting sec- 
tions as shown. The assembled units can be 
painted in any tie-in color combinations and 
then suspended from the ceiling on thin black 
wire. 

An attractive mannequin will complete the 
picture and the smaller store should always 
bear in mind that nothing can date a store 
more than old-fashioned or out-of-style fig- 
ures and that the investment in smart 
mannequins is always a worthwhile one. 

(B) I have maintained that the 
smaller store can save real money by having 
on hand various types of display units that 
have been designed so that they can be made 
over easily, painted a new color, or given a 
quick seasonal touch by the addition of 
flowers, vines, etc. In one of our past issues 
we showed a sketch of this wrought iron 
unit in one of the windows of the Jordan 
Marsh and I noticed recently that it 
had been made over by the addition of spring 
flowers and foliage into a very attractive 
piece for spring. I use this repeat to empha- 
size this important feature of display budget 
control; as a matter of fact, | took the time 
to pick out all the units shown on this page 
with this thought in mind. 

(C) The fine ladies’ specialty store of C. 
Crawford Hollidge Company is using this at- 
tractive center unit in the early spring win- 
dows. It is a type that can be built easily 
by any store handyman and it can be used 
over many times in different settings. Note 
my suggestion of using natural willow 
branches and the bunch of colorful artificial 
spring flowers on the umbrella; another idea 
would be to drape ladies’ hats, gloves, and 
other similar items on this pale green um- 
brella. 

(D) Conrad's store furnished me with an- 
other fine, versatile display unit, an attrac- 
tive modern design screen that can be used 
effectively in many different displays for 
both window and store interior. 

The sketch shows the window background 
in process of being set up, using a roll of 
giant width pastel colored paper and a roll of 
contrasting paper for the base border. The 
screen can be built out of lengths of 1 by 
2-inch lumber with the square sections held 
in position by the short lengths of dowels 
as shown. 
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As reported by JIM KILEY 


(EK) I. J. Fox had this panel unit in-use 
for a center piece in a Valentines Day win- 
dow and the rear section was built 
lumber with a number of 1! diameter 
wood dowels inserted as The dis 
playman had attached a second panel as in- 
dicated and this with a length 
of bright red satin. A red cut-out heart, on 
a stand with a large bow of white 
ribbon, completed the display. Here agaim | 
show this unit to illustrate the type of prop 
that can be reused many times. 

(F) In a= recent issue of the Boston 
Traveler | noticed an advertisement by Rk. H. 
White & Co. in which the headline read, “A 
Step toward Spring.” At the bottom the 
artist had drawn a modern design bird to 
portray the advent of the vernal 
cut this part of the ad out to file away be 
cause | figured such a clever design could be 
worked into some future display. The b.rd 
could be cut out of heavy card or wallboard 
and painted in suitable and then a 
spray or bunch of artificial flowers placed as 
shown would tell the spring story: fall 
leaves could be used later if the cut-out was 
to be used as part of a fall display, or the 
bird could be converted to a stork for Baby 
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Screen Process Course 
Available To Schools 


The education committee of the 
Process Printing Association has just com- 
pleted a 


process 


screen 


screen 
no 


teach 
available at 


course on how to 
printing. It 1s 
charge to and similar institutions 
upon request to the associations’s head- 
quarters, 549 West Randolph street, Chicago 
6. Bert Zahn of The Glidden Company, 
Cleveland, is chairman of the committee. 
Other members include teachers of 
process printing in parts of 
country. 

When a school or 
COpPV of the course, 
furnishes the name address of a 
screen printer who will assist the instructor 
in presenting the course. The course outline 
contains two parts. First, some initial in- 
structions directed to the school on how to 
establish a screen process printing course. 


schools 


screen 
Various the 
institution obtains a 
the association 
and 


also 
local 


Second, the course contains sections devoted 
to the fundamentals associated with operat- 
ing a screen process printing shop. 

The screen printing industry is 
expanding so rapidly that there is an in 
creasing demand for more trained personnel. 
This course is merely the first step by the 
association to insure that the industry will 
have a reservoir of well-trained personnel. 
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Well-Known Display Firm 
Under New Ownership 

Russell L. Millward and Mrs. Gladys 
Chrane have purchased the L. E. Hier 
Display [Equipment Company, Minneapolis, 
from Mrs. L. FE. Hier, widow of the tounder 
who died some months ago. Both purchasers 
have been with the firm tor many years. 
Millward is now president of the company, 
and Mrs. Chrane is secretary-treasurer. 
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German Displays 


Some ot the most interesting displays in Europe are to be 
found in Germany, many of them depending on the most elementary 
materials but being enlivened by an unusual twist to an old theme 
or an idea that is out of the ordinary. Not all the techniques 
used are adaptable to American display, but it is refreshing to 
examine them with a view to their possibilities. 

The windows pictured here are the work of J. Musolf, who 
heads display tor Anker am Paradeplatz, Mannheim. 

In the first illustration, each garment ts wired to give it the 
appearance of motion, with the taut white strings in sharp contrast 
to the dark background. Note the translucent panels to diffuse 
the light at the top ot the display. The plastic torm in the center 
was filled with water and held live goldfish in keeping with the 
slogan, “Fresh as a fish 2 

At the upper right, for a display of tootwear fashions for the 
new year, Musolf used large spectacle trames holding huge glass 
eyes which flashed on and off from lights within. 

In the amusing shirt display, the garments were placed at 
tables and at a bar with elbows bent in realistic fashion. The 
bar was suggested simply by a horizontal rod of wood to which 
white string was attached from the floor. 

The shock of seeing normal-size objects enlarged to giant size 
is always an effective eye-catcher, and Musolf made good use ot 
it in the window for men’s ski-wear. The figures had the heads 
ot rabbits. 

Another instance in which the mannequins’ heads were replaced 
by other objects is seen in the final illustration. The men standing 
on the squares of a chess board had knights, rooks, and a king 
rising from their shoulders. 
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Now! Quality Mannequin Effect For The Modest Budget 


THIS SUPERB %4 LENGTH > 
FORM...ONLY ‘18.75 


Now ... the practical, low-cost answer to an important 
merchandising need for the display man who must operate on a 
limited budget. Darling's striking new % length plastic 
shell forms realistically simulate full mannequin appeal, yet they're 
priced at a fraction of full mannequin cost. 


Tough, long-lasting— Half-round shells formed of durable, 
lightweight Fleshtone plastic. No seams to crack or pull apart, no 
surface finish to chip or peel. 


Mannequin-type Decer— Despite their low cost, these forms are finished 
in Darling’s famous high-fashion mannequin tradition. Features are hand- 
decorated in oil, remain sparkling fresh for the life of the form. 


Low Cost, Choice of Mountings—Half-round relief forms in 
left, center and right poses. Forms weigh 1% pounds each. 
Wear size 9 or size 12 misses apparel. Available in Blond, 
Titian or Brunette hair colors—specify. 43” high. Equipped 


with slip fitting for use on 4” or 46” upright standards. 


Form only, base Group of 6" x 12” B11 metal base, 
not included three wood base 30/60", ext., chrome 
$18.75 each $54.00 group $2.88 each $5.97 each 


Below — 
Model FF89 
center pose 


Model FF90 
Model FF88 left pose 


right pose 


EXTREMELY VERSATILE, FLEXIBLE 


Darling's new shell forms can be used on upright stands, flat bases, 
or can be mounted on panels. They are excellent for a wide variety 
of apparel... bathing suits, sportswear, lingerie and casual dress, 
as well as for more formal attire. 


L. A. DARLING CO., 534 Matteson St., Bronson, Michigan DISTRIBUTORS IN MOST PRINCIPAL CITIES 


NEW YORK CHICAGO LOS ANGELES 
47 W.34th St. 222 W. Adams St. 1001 S. Figueroa St. ? ‘ 
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Bliss In Expansion Move 


Manhattan, Bliss 
March 15th 
will take possession of its own build- 
Long Island City. 
25,000 square teet, while 


“TER 25 vears in mid 


Display ( orporation Ol} 


ing at 37-21 32nd street, 
The new space ot 


not too large, is on one floor ot single occu- 


pancy and provides a smooth, compact 
operation difficult to perform in 50,000 teet 


The 


building has its own yard and loading plat- 


split up on several vertical floors. new 
Porm 

\dministration offices will be larger and a 
salesroom has been designed to 
Market Weeks into a 


show rocm., 


permanent 
expand during 
double the old 

[his move, Albert Bliss, president ot the 
firm, announces 1s in line with modern hori- 


S1Ze 


zontal production line technique and keeps 
pace WV ith contemporary branch store econo- 
Mid-town 
pendence upon elevator communication, and 


iy objectives. congestion, de- 


create costs which the 
will not tolerate, Bliss 

for more tunctiomal displays 
that display buifders expand 
departments and contract others. 
Theretore the new Bliss plant will provide 
for a working 
wood-working machines, new electric drying 
and baking ovens, rubber moulding, and ve- 
neer bending equipment. 

The new plant will provide ample work- 
ing space tor 50 employes, in addition to the 
The 
othcers of the company will remain the same, 
\lbert Bliss, president; John Gian- 
treasurer and art director; 
Poggioli, secretary, and Edwin Evans, vice- 
president in charge of industrial design. 

This move coincides with the twenty-fifth 
anniversary ot Bliss Display Corporation. 
ago Albert Bliss, the 
man who didnt like the theatrical business, 
gave up his scenic studio to stage some ot 
the greatest tree shows on earth in American 


big city rentals 


market line 


Modern 


necessitates 


SaVs. 


need 
certain 


larger metal shop, taster 


47 now employed during peak seasons. 


namely 


fagna, Renee 


Twenty-five years 


stores. 
Van Sand, one of America’s first 
women display directors, then with Gimbel's 
in New York City, gave the new company 
its first job; for it, Bliss filled the whole 
street floor and all the windows — not with 
displays, but with theatrical scenery. 
“Dorothy Shaver, the ‘idea’ woman of 
Lord & Taylor, and its president, was the 
first to conceive the idea of dramatizing 
fashion themes in a bank of several show 
windows,’ states a representative of the dis- 
play firm. “Bliss made the first ‘theme’ 
display ever used and tor ten years 
rarely a week passed when the company did 
not make window or interior displays for 
Lord & Taylor. Bliss also was first in 
using ‘Prestwood’ for display.” 
former partner ot 
was the first to use the Lord & Taylor 
hydraulic windows for display purposes. 
This mechanism was originally designed to 
speed up behind-the-scenes installation time, 
but Ross suggested to Richard Wallace, then 
display manager of Lord & Taylor, that he 
drop the windows and sunken 
swimming pool tor a beachwear promotion 


Rose 


Gene Ross. a Bliss, 


create a 


40 


This done and Ross added another 
“first’ to an impressive line of Bliss origi- 


nals. 


Was 


a : 22? 
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ty 
* ~~ *y 


— Albert Bliss — 
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Bliss was the 
exhibit in the 
bunny rabbit 


opened, 
aster 
consisting of a live 


When Radio City 
first to put on an 
Plaza, 
show. 

The tamous Lord & Taylor bell windows 
marked a milestone for the new company 
and tor the profession and industry at large. 
The following year, 1938, Bliss Display at- 
tended its first International Association of 
Display Men convention in Washington. 
Arthur Gray, chairman of this meeting, and 
display director of Lansburgh’s, Washington, 
introduced Bliss Display to the national 
display market. As a result of this show 
the bell windows were repeated in 108 
cities in the United States as well as in 
Paris, Honolulu, Havana, Brussels, and 
Stockholm. 

At this meeting, together with 
Clinton Clark, then display manager ot H. & 
S. Pogue's, Cincinnati, cooked up the idea 
ot wide paper backgrounds and “No 
Seam” was born. The name was copyrighted 
by Bliss Display and eventually sold to Coy, 
Disbrow & Co., New York City. 

Nathan Silverblatt, of DISPLAY WORLD, 
gave Bliss his first chance to expound his 
new theories of display merchandising 
such as “Get—Stop—and Sell Traffic,” 
“Modular sackgrounds,” “Display 
should be related directly to sidewalk audi- 
ence opportunity.” 

As a result of DISPLAY WORLD’s en- 
couragement, Bliss came up with the con- 
cept of, and the term, “Visual Merchandis- 
ing.” 

Bliss one of the founders of the 
National Association of Display Industries, 
and in 1944 planned and staged the first 
Visual Merchandising Council at the Statler 
hotel in New York City. As chairman of 
the research committee of the new NADI, 


Ross 


costs 


Was 


Bliss directed several research programs 
conducted by the New York’ university 
School of Retailing, where he is a lecturer. 
The Visual Merchandising Reports Nos. 1 
and 2, written by Howard M. Cowee, were 
edited by Bliss and published by the NADL. 

J. P. McEvoy, roving editor ot Reader's 
Digest, once wrote about Bliss Display as 
follows: “They make you buy things you 
don’t want with money you havent got to 
give to people you don't like.” In a nut- 
shell, this wraps up what Bliss has been 
trying to do tor 25 vears sell more 
people more goods faster, through an emo- 
tional appeal to own impulse. 
The company has had stories in Collier's, 
Fortune, Life, Look, and the New Yorker. 

During World War II, Bliss Display made 
hundreds of thousands of models of war 
material which were used by the U. S. 
General Staff to plan logistics for the Atri- 
can and Normandy invasions. 

Irked by the limitations ot window and 
store space, John Giantagna, art director 
tor the company, invented the “Seelingrill” 
and “Speedhanger” technique for utilizing 
the ceiling as a new dimension tor display- 
ing goods. This technique was selected by 
(george Nelson as one of three truly modern 
systems of planning and was illus- 
trated in Interiors miagazine’s new book. 

As a result of studies involving over 
50,000 students and consumers, Bliss dis- 
covered that among all design elements, 
texture stopped more moving traffic than any 
other. Therefore Bliss designers and crafts- 
men have over the years been striving con- 
tinually to invent new textures such as 
intaglio, colonnade, gesso, sgraffito, mar- 
quetry. Bliss was the first to use the 
“Ozalid” machine, which is designed tor 
speedy dry printing, for new  high-style 
fashion settings. As new techniques were 
invented, new machinery was designed or 
procured to fabricate them. Bliss holds a 
patent on a special jig used for producing 
“Seelingrills.” 

Starting with one carpenter and a helper 
ir 1929, the company added spray, 
papier mache, casting, mechanical, electrical, 
costume, flower, and diorama shops. Bliss 
claims to be the first display shop with all 
these facilities under one roof. 

Bliss dioramas are now on permanent 
exhibit in historical museums in New York 
City, Detroit, Columbus, Norfolk and AIl- 
toona. 

Bliss job orders have now reached 33,989. 
To understand the scope of this experience, 
it is noted that the big Macy street floor 
“White Christmas” show done for John R. 
Foley in 1953 took only one of these almost 
34,000 numbers. 

The firm now employs 47 people during 
peak seasons. Of these people, 35 have been 
with the company more than 15 years and 12 
have been with the company more than 20 
years. Three salesmen, Lucky Alrod, Sidney 
Diamond, and Lee Waller, are the first 
salesmen Bliss ever had — and they are 
still with the company after 15 years. 

[Please turn to page 65] 


goods Tl 


store 


soon 


DISPLAY WORLD 





Silk Display Contest 
Offers Cash Prizes 


The International Silk Association has an- 
nounced its 1954 “Ten Best Dressed Silk 
Windows” contest which will feature dis- 
plays of silk fashions, fabrics, or accessories 
in stores across the country during the 
month of March. Open to all display di- 
rectors, any theme or slogan that highlights 
the importance of silk can be used and in- 
terpreted in terms of the store’s own per- 
sonality. 

Prizes to be presented to winning display 
directors by the association are as follows: 
first prize $500, second prize $250, third prize 
$100, and seven citation prizes of $50 each. 
Prominent display and art authorities will 
act as judges. 

Kach entrant must submit a colored ren- 
dering plus a black and white photograph of 
one or more of the window installations 
highlighting silk fashions, fabrics and/or ac- 
cessories. These are to be sent to the office 
of the International Silk Association, 489 
Fifth avenue, New York City by April 15. 


J. W. Gibbons Joins 
Darling Sales Staff 


Joseph W. Gibbons has been named as a 
sales representative in the Chicago offices 
of the L. A. Darling Company, Bronson, 
Mich. The announcement was made_ by 
Kk. C. Mathews, general manager of the 
company. 

Gibbons has had many years experience 
in store planning and installation, merchan- 
dise presentation, and design and develop- 
ment of store equipment, as well as exten- 
sive sales experience. He was formerly 
associated with Sears, Roebuck & Co. in the 
national store planning department. 

KF. Kk. McDonough is manager of the Dar- 
ling Company's Chicago offices, with head- 
quarters in the Franklin building, 222 West 
Adams street. 


Additions Made To Line 
Of Combination Products 

A new display frame, suitable for use in 
retail stores and in elevators, has just been 
placed on the market by Combination Prod- 
ucts, 64 West 23rd street, New York City. 
[Information cards can be easily inserted 
and changed. Made ot extruded solid alum- 
inum, the frames are available in anodized 
gold and bronze finishes as well as the 
regular aluminum color. 

A variety of sizes ere stocked which can 
be mounted on the wall, hung trom a chain, 
or set up on an easel. If used tor elevator 
display, there is a sectional frame consisting 
ot identical units forming a group which 
can serve to direct store traffic by listing 
floors and the departments on each. Special 
frames can be ordered to meet individual 
needs. 
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Attention DISPLAY D 
Bulkton SEAMLESS 


is the BEST QUALITY 


on the market 
and available in the 
LARGEST SELECTION 
of COLORS ever produced 


EVERY CARTON OF 
BULKTON SEAMLESS 


IS SEALED WITH 
BULKTON TAPE 


Bulltton SEAMLESS 
Tia CQuality 


Waa 


e VIOLENE* 
o@SUN LIME 
eORCHID 
eATMOS- 
PHERE BLUE 
o PINK 
eSUNBURST 
GOLD* 
e TEAL BLUE 
eo JASMINE 
eo SURF GREEN*. 
e MINT GREEN | 
e PONGEE* 
eo LEAF GREEN* 
e ALASKA BLUE 
e REGATTA 
BLUE 
e SEATONE ; 
eo DESERT ROSE 
eAQUA* 
e FUCHSIA | 
e ANDES 
EMERALD 
eCLOVER 
~ GREEN 
@DEEP GREEN — 
eo CHARTREUSE) 
eGALA - 
: TURQUOISE | : 
eDEEP BLUE 
e@FORSYTHIA | 
YELLOW 
@OLD ROSE 
eHARVEST 
@NATURAL 
eBURNT 
~ OCHRE 
e@TANBARK 











SHEET SIZE 
26 IN. x 40 IN. 
All Colors Available 


Bulkley, Dunton & Co. ee 


Display Division 
Telephone Corry 2-520] 
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On Exhibit 


Currently on exhibit in the showrooms of 
the Dallas branch of Madisonia Manikins, 
Inc., are paintings by Mary Goeringer and 
Joan Erickson, both associated with the 
display department of Neiman-Marcus Com- 
pany, of the same city. Madisonia plans 
several new exhibits for the future from 
Oklahoma display people. 
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—New officers of the Baltimore Dis- 
play Guild. Seated, left to right, 
Joseph Taheling, Stewart & Co., sec- 
retary; Frank Malehorn, Baltimore 
Display Industries, publicity; Joseph 
Roeker, Read's Drug & Chemical, 
treasurer; John Tumminello, Stewart 
& Co., vice-president. Standing, 
Thomas Schenkel, Hutzler Brothers, 
ex-president; Walter Ford, Julius 
Gutman's, president— 


—E. Wind, display director of 
English House, Copenhagen, Den- 
mark, wears a medal received in 
DISPLAY WORLD's International 
Display Contest— 


, “3 oi | ) —This is Joe Juliano, 
—Members of the point-of-sale display committee of who has joined the sales 
the 1954 Chicago Red Cross fund campaign. Clock- , f staff of Garrison-Wag- 
wise, J. E. Gordon, Hankle-Pfister Company; Ray ) ys ner Company, St. Louis, 
Clark, Chicago Red Cross chapter; Sol Fisher, Ex- be ’ 7 ead wil edinn ac- 
clusive Distributors Company; Val A. Ross, Chicago | : -. counts in northern Cali- 
Cardboard Company; Joseph Kling, Jr., Jewel Food , * So ti fornia, Washington, and 
Stores; A. Pfister and O. B. Lyons, Weco Products i ps mS * Oregon. Formerly he 
Company— i ws ne was sales manager for 

a San Jose display 

firm— 





Photographs for this page are always 
welcome — the more informal the bet- 
ter. Simply address them to DISPLAY 
WORLD, Cincinnati |. 








—Sascha Stroteman, of the art 
staff of Herzberg-Robbins, Inc., 
New York City, caught in the act 
of putting new features on a 
mannequin sent in for repair— 


—Pointing out a detail in a display 
to men he is training for display 
positions with his firm is Hermann 
Schlipphacke, central display director 
of Westdeutsche Kaufhof, Cologne, 
Germany. Part of his duties include 
operation of a school for candidates 
for display managerships with the 
big chain. Schlipphacke won the 
grand prize in DISPLAY WORLD's 
International Display Contest for 
1953— 





= tr Perforated Materials 


he The one Siaslels source for everything Rawehacteterk and 
¥ ou need in hardware for Perforated Displays 
Ae ee and for Perforated Panels eaneseaig All Distributors fers 
- standard wire and back-plate fixtures are | @ Island Display 
_ always in plentiful stock. New and improved Units i 
designs are being added constantly. These 
include our special Spring Clip Clamp units | @ Giass Shelving 


_ for jars, bottles, cans, and our Lamp display : 
; unit with rear locking device to prevent shelf | @ Bin Glass and 
PLATFORMS . | a "slipping Outstanding types of hardware are Meena: 


—_yaetan PO AL PLATE) J shown at left. Our catalog shows them all. 


* Perforated Panels, in any size, thickness, | @ Standards and 
a shapes or finishes, can be supplied Brackets for: 
EASELS Gee . immediately. We maintain a complete stock | 
= of all standard hardware. Whatever your | @ Wall and Over 
hardware problem, our huge stock of over Counter Units 
=: 200 items can solve it. Write ovr for our 
LITER geet % Z big free catalog! . e Pricing Systems 


RACKS ae Big Opportunity for Western Jobbers 


L & US rar roy US rar roy 4 : and Distributors. Write Us! 
Ou 
poTTle, O 3 


pc unnos ; sToRE EQUIPMENT COMPANY 


HOOKS * 509-511 W. Washington Blvd., Los Angeles 15, Calif. iy 











VISUAL MERCHANDISING RESEARCH SERIES 
REPORT No. 2 


The Traffic-Readership and Sales Study of Display compiled and edited 
by Howard M. Cowee, Professor of Retailing, School of Retailing, New 
York University. 


300 Copies Available 


last books from an 8,000 run by Prentice Hall, Inc 


+ $9.00 


postpaid in the U. S. 


Send orders to 


NATIONAL ASSOCIATION OF DISPLAY INDUSTRIES 


1510 - 203 No. Wabash Avenue Chicago |, Illinois 
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Display Here And There 


the upper left is one of many sections months last vear,’ comments Stern, “at dimensions, the gown, gloves, and hands 
developed by Ben Stern, director of Detroit, Dayton, New York City, Washing- being the latter. 
the Office of Aviation Information, ton, and other areas where fiftieth anniver- The men’s clothing department at William 
\eronautics Administration, Washing- sary ceremonies were exhibited and it was Filene’s Sons Company, Boston, was recently 
ton, as a traveling show on behalf of the tound to be very instructive and popular. completely redesigned and redecorated 
fiftieth anniversary of powered flight. Ply- We are now preparing to set it up as part under the direction of Lee W. Court. at that 
wood and pipes are used to give the feeling of the permanent CAA exhibit in Washing- time display director of the firm. Revolu- 
if lift, he explains, and because each section — ton.” tionary “Acusti-Luminous” ceilings serve to 
is a self-contained unit it is possible tor Mass display of small items such as cos- coordinate and level off the otherwise ob- 
them to be set up in a flexible manner to  tume jewelry is usually thought of where — trusive, varying ceiling heights. The walls 
accommodate the space allotted. The show large window space is involved, but the of the department have a tone of gracious 
contains dioramas, motion pictures, electri- photograph at the bottom of this page shows living accomplished by the unusual use of 
cally operated models, and photographic how Heinz Richter, Kaufhof AG, Franktort, charming steel engravings of the rich 1870 
presentations depicting the history of flight Germany, gave this merchandise dramatic period, the era of great innovation in men’s 
from its earliest conception. All of the art presentation in a different manner. Gloved clothing styles. Superimposed over these 
work is in color and copied from actual feminine hands hold satin cushions with — fine engravings and wood-cuts are modern, 
CAA models the jewelry toward a background figure bright, transparent designs and shapes which 
“We had the exhibit on the road for s1x which is a combination of two and three coordinate the old with the new. The walls 
ot the entire department display a fine col- 
lection of illustrations and inventions having 
to do with the clothing of the 1870s and 
its method of manufacture. Customer selec- 
tion merchandise, advertised merchandise 
and displays have been carefully = spot- 
lighted, an effect subtly accomplished in the 
luminous ceiling. 

This type of luminous ceiling consists of 
rows ot rapid-start fluorescent lamps 
mounted on the existing ceiling, below which 
is suspended a series of tracks which sup- 
port the thin, corrugated “Lumi-Plastic” 
diffuser. The light from the deluxe warm 
white fluorescent lamps used here 1s trans- 
mitted evenly through the diffuser and sheds 
itself throughout the area below, giving the 
fabric colors and textures their most natural 
look. The men’s apparel department 1s con- 

[Please turn to page 7g] 


—Upper left, one of the units used in a 
traveling exhibit for the Office of Aviation 
Information, Civil Aeronautics Administration. 
. . « Upper right, part of the men's wear de- 
partment of Filene's, Boston, showing the 
“Acusti-Luminous" ceiling described in the 
article . . . Left, by Heinz Richter, Kaufhof 
AG, Frankfort, Germany— 
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*""Jeweler's Best Salesman 
wy alee WHY GO OUT TO 
ls His Windo THE COUNTRY WHEN 


“The jewelers best salesman is still his 


window,” savs Bernard M. Kliman, adver- We CAN IN PARK HERE ¢ OW PSPLAY 
tising and sales promotion director tor 
Omega watches, who recently returned from | 


a European trip where he studied watch 


— 
display techniques in Zurich, Geneva, Lau- | WATORE LIKE 
sanne, Milan, Rome, and Paris. Over 100 ~ GRASS MATS 


leading continental jewelry stores were vis- 
ited by Kliman. 











“If the jeweler would treat his window 
as a giant ‘television’ set he would increase 
his business. Like actors on a stage, a 
window can present a dramatic story. In 
Europe the jeweler has learned not to 
crowd his window or to display his watches 
lined up side by side like pencils. European 
artisans have made great strides in visual 
psychology. The art of using unusual colors 
and fabrics to dramatize watches is_ far 
ahead of American standards. | 
“Ten or twelve watches. smartly posed, | Freshest, most attractive Grass Mats you ve ever 
‘ ae. eye — — 72 “pcb ces spams yore papper 
: : , . , pein to urabpie uria ase. nirorm an even, wit 
watch, attract more business than a mass riever a. bare ion Order now to liven up your MAIL ORDERS 
display. Studies made by Omega indicate 


er spring displays. 
that a window must tell a story. Passersby FILLED PROMPTLY 
stop to look only when the story promises STANDARD 3 ft. x 6 ft. GRASS MATS eee $3.50 ea. 


($39.00 per doz.) Member NAD! 
Available in natural roffia grass at same prices. 


“People usually buy a particular watch 12 in. x 15 ...$ 3.75 5 ft. x 10 ft... $12.50 

after considerable window shopping. Unless 7 wexi5&..$ 495 6 ft.x 10 ft...$1475 

they are sold by the window the purchase 5.x 6ft...$ 7.50 5 tt. x 15 ft... $18.75 

is postponed or a competitor with a better- hs 68.5850 3 ft. x 30 ft...$2250—q Pee 

looking display makes the sale.” 3 ft. x 15 ft... $10.50 6 ft. x 16 f.. $23.75 = _ Modern Display Equipment 
Kliman brought back unusual case _his- | Special Sizes to Order-— Any Length or Width 810 Penn Ave., Pittsburgh 22, Po. 

tories of before-and-after window displays | SPRINKLINGS—cover 40 sq. ft. 1” thick. 3 Ib. $2.50 

which increased sales over 400 per cent | 

after display modernization. 


with factual data on the virtues of each 


something educational or helpful. 











The Omega advertising department 1s now 
inaugurating a special window display serv- 
ice, available only to franchised dealers. 
Ideas will be based on proven, result-getting 
techniques gathered from continuous ex- 
perimentation here and in Europe. 





Nominating Committee 
Appointed By POPAI 

Stanley L. Wessel, president of Stanley 
Wessel & Co., Chicago, has been appointed 
chairman of the nominating committee of the 
Point-Of-Purchase Advertising Institute, it 
was announced by W. L. Stensgaard, presi- Experiment with light and 
dent of POPAT. color on our NEW functional 
platform set constructed of 
Dusk Iron frames and legs 


te “4 — = w — in | with cellular white plastic 
(Charles Audette, Niagara Lithograph Com- ‘ , inserts. The plastic 


pany; S. Paul Boochever, Gibraltar Corru- grid can be lifted out and 
gated Paper Company; Arnold’ Brandes, wood and cloth covered 
Wesco Associates, Inc.: Alexander Haft, boards substituted for a 
complete change of 
atmosphere. 
4 TABLE SIZES—11 x 114%”, 
ll x 24”, 11 x 36”, 11 x 47” 
22 LEGS: 7-4’, 6-8”, 5-12” 
4-16” sized floor to top 
secretary to the nominating committee. | of display. 
gene ee ages AP99— $74.95 per set 
The duties ot this committee are to meet | packed complete— 
and nominate candidates for the officers of f.o.b. Phila. 
POPAI to be elected for the ensuing year. 
The election will take place at an annual 
POPAI membership meeting held in connec- 
tion with the Eighth Annual Symposium 
and Exhibit, March 30-April 1, at the Hotel 
Statler in New York City. 


The tollowing members have been ap- 


Haft & Sons, Inc.: George P. Hughes, 
Kindred, MacLean & Co., Inc.; Donald C. 
Ozmun, Chicago Cardboard Company, and 
Ed Whitmore, Oberly & Newell Lithograph 
Corporation. Norton B. Jackson, executive 
director of POPAI, has been appointed 





SOLD ONLY THROUGH YOUR £293 @ sfea’'@ DISTRIBUTOR J or write Arrow Display Associates ¢ phila. 40 
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Hk aim of every manutacturer who 


spends any part of his advertising dollar 
nm display is to accomplish what Web- 


} 


ster Says it should “to make manitest or 


conspicuous.” 

To accomplish this, therefore. becomes the 
primary objective of every exhibit display 
product no 


had better 


matter what. the 
and it 


house neo 


, : | s | 
matter what the show; 


he good | 


()ver the years, new lighting techniques, 


various types of motion, demonstrations, and 
thousands of “oimmicks’” have 


just plain 


been objective. It's 
little 


just as 


used to accomplish the 
not a new fact, its a 
like death will be 
difficult, if not more so, ten years trom now. 


problem. In 
and taxes — and 
But some of the problems are a lot tougher 
than others 

Now, if) 
first big job is to gain the complete confi- 
chent 


dealing with the “toughies,” the 


dence Ot the hecause if you really 


want to be “conspicuous,” you've got to be 


very good or very bad. 
Being very bad will make you conspicuous 
stand a fair chance ot 


but that’s the hard way. 


all right and 


capitalizing on it 


you 


uowes 
carnes sas 08 GORE Lo wer ee 


+88 aat eurtt 


t 


| , ~ : 
~ 

fet } 

"i +4 


r 
"A 


Peeeciee AVAILABLE «1 


Exhibit Displays Can Be Fun 


The easier way, and there are a lot ot bad 
ruts on this road, convince the 
client that the idea you have is sound enough, 
even if it falls short, to be better than any- 
thing that’s been done in his field to date. 

You can always do the usual —the time- 
tested and mediocre type of thing that will 
hold the account but do little to sell the 
product of the manufacturer. You'll find 
a lot of these middle-of-the-roaders in any 
trade tair, electric or home show, or any 
of the other mass attendance gatherings 
whose existence depends on the number ot 


Too, is to 


By PAUL RYAN 


Product Presentation, Inc., Cincinnati 


people they can turn up. Attendance 1s all 
that tolks sell — have to 
figure out yourself what you're going to do 
about it. 


these have to you 


So tar, we have around in the 
held of generalities but it’s a better story 


browsed 


it we get specific: 

The show in which the exhibit to be dis- 
cussed appeared is one of the largest and 
finest in the worid, attended each year by 
25,000 of the country’s leading home builders 
—a good but discriminating audience. 

The problem, if we may call it that, was 


not just a part of a house—it was the 
whole house, no less. 

The chent is the world’s leading exponent 
of pre-fabricated homes and a firm that 
annually supplies dwellings to thousands of 
the nation’s builders —a good going concern, 
you might say, with a good product but 
still mighty anxious to interest more home 
builders in its way of doing things. 

The problem was dumped in the lap of our 
design department, and its unusualness soon 
made it the darling of the design head, 
Norm Buchanan. 

While studying some of the firm’s litera- 
ture, he was intrigued by the slogan, “You'll 
discover sheltered indoor-outdoor living at 
its best in a ‘Ranger’ by National Homes.” 

For this “Ranger” home a garden court- 
vard, separated from the living room by a 
glass wall, is enclosed by a wood screen and 
provides an ideal spot for “outdoor dining, 
entertaining or just taking life easy.” 

This was it a house, selling in the 
$12,000 class at Lafayette, Ind., exclusive of 
lot, with a patio and garden a luxury 
enjoyed only by a very tew — now available 
to the family of the average wage earner! 

Here was an instance where an exhibit 
display could tie in with the national adver- 
tising program and really do a job. 

As the idea was developed, the designers 
really used Nature as an ally and 
a water fountain, a live tree, and finally 
real were called upon to accentuate 
the outdoor atmosphere. 

{ Please turn to page 56] 


soon 


Zrass 


—The sound of water running from the foun- 
tain, the live tree and grass, and the smell of 
pine all contributed to the appeal to the 
visitor's senses in this simple, but effective, 
exhibit display for National Homes— 
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oan Costs ose h O | ms di t S 


Now! THE FINEST METAL DISPLAY FIXTURES MADE... 
fit any kind of perforated display paneling on the market 


A Few of Many Useful HOL-DIT Fixtures: 


TRIED! TESTED! PROVEN! HOL-DIT Ss 
i ES: ARE INCOMPARABLE — REGARDLESS OF PRICE! 


801—Shelf Bracket ‘ . ' ; 
£9 Midtas URIs Gere Shaheed You can build better displays . . . change displays more often... easier. . 


faster... at lower costs... with HOL-DIT METAL FIXTURES... no nails or 


904--Siant”Shelf Bracke! screws ...no tools needed. 


For Disp! S| , : ;, ' ; 
a ee Engineering and planning have developed a display fixture with greater 
strength ... longer wear... practically indestructible. Advance styling and 


modern design enhances any display decor 


“am Sic gah HOL-DIT S are especially designed for use with 


Signing Purposes HOL-BORD ... the perforated tempered masonite ‘” or 
4" thick .. . Use HOL-DITS to mount any type merchan- 
814—All-Purpose > dise on HOL-BORD ... in any arrangement. . . from 
The Fixture with 1001 Uses 


7 delicate women’s accessories to paints and shovels... in 
all kinds of stores. 


WRITE FOR FREE CATALOG TODAY! 


2eLorge Plottorm CROWN METAL MFG. CO. Dept.Pie 


13100 W. WASGRIANETONM BEV Oe © €CHRIECC ASS FF, FEE, 


ANIMO 


es o 
Animated Display Groups 
Our five-piece ANIMO clown band in your 
show window is an attraction which will 
increase your sales enormously. 


836—Double Prong 
Perfect for All-Around 
Mounting 








We are manufacturing many various fully 
animated display groups as monkey and 
clown bands, circus scenes with human and 
animal characters, fairy-tale scenes, ete., etc. 


ANIMO 


Single Character Units 


Over 30 different models to suit nearly all 
requirements, all operated by clockwork. 
electromagnet or electric motor. 


Write Today by Air for a Free Catalog 


CHRISTIAN HOFMANN 


RODACH bei Coburg - S. Zone, Germany 


Canadian Distributor: DYNAMIC DISPLAYS by BERNARD, 200 Geary Avenue, Toronto 4, Canada, Phone MElrose 5051 
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Your New York BUYING GUIDE 


Allied Display Materials, Inc. David Hamberger, inc. 

Coty Contest Winners 65 Madison Ave. MU 5-6487 | !15 West 31st St. PE 6-0464 

Are Made Known NOVELTIES, ARTIFICIAL FLOWERS & MANUFACTURERS OF DISPLAYS 
Peter Shyne, Lit Brothers, Upper Darby, DISPLAY MATERIALS Artificial Flowers, Functional Units, 


Pa., has been chosen winner in the Coty For Windows and Interior Store Display Backgrounds, Novelties 





holiday window display contest and has been . 
awarded the $500 first prize. Displaymen in Arts & Flowers Displays, Inc. Kalmo Textiles, Inc. 
eight other stores have been named _ prize 43 West 5éth St. Cl 7.4948 123 W. 44th St. Niteen Onin s 
int and honorable mention winners 
) a 7 oe DISPLAY FABRICS, SATINS, SHEERS, 


contest, it as announced by Jean 


eentiatins:. aiemeaiieim al: a REED, NOVELTIES and FOLIAGE AND MONKSCLOTH 








econd place, a prize iT S300). Was Woll hy Bliss Display Corp. A, Lutz 
r. Kalasky, Joslin’s, Denver; third, $200, 460 W. 34th St. BR 9-5750 3 West 18th St. CH 2-6264 


nt to George Allen. Castner-Knott (om- 


eiuat: Maciaiiie, Amends a GNA onili auaal DISPLAY PROMOTIONS REED AND RATTAN DISPLAYS 


H. M. Tonery, lepper's, Asbury Park, N. Display Settings, Novelties, Animated Displays Display Units, Frames, Screens, Novelties, Fixtures 
1, and M. H. MeGlaughlin, Stewart's Dry 


Oaods ecatu I] ° ° ° H 
inane adhe ake al Bois Smith Studios Maharam Fabric Corp. 
Slack, Wurzburg s, Grand Rapids; K. Cope- 228 West 39th St. LA 4-4492 130 West 46th St. LU 2-3500 
land, Sears, Roebuck & Co. Waco, Texas; | WINDOW & INTERIOR DISPLAYS, | DISPLAY FABRICS & ACCESSORIES 
Orville McCray, The May Company, Den Chicago 115 S. Wabash 
ARTIFICIAL FLOWERS 1113 S. Los Angeles 


ver, and F. Dillon, Roth's Department Store, Los Angeles 





{ 





Superior, Wis 
Bonafide Display and Decorative Co. Messmore & Damon, Inc. 
Marc T. Kent Named 61 West 37th St. WI 7-7965 | 1461 Park Ave. TR 6-3530 


By Gibraltar ARTIFICIAL FLOWERS and FOLIAGE MECHANICAL DISPLAYS 


Mare Theodore Kent, Jr., was recently ap — , , 
pointed advertising coordinator for the Dis Original Creations for Better Displays Papier Mache, Industrial Exhibits and Dioramas 


play Division of the Gibraltar Corrugated . - ; 
Paper Company, Inc., North Bergen, N. J., L. J. Charrot Co. Metropolitan Mechanical Display Co. 
according to an announcement by S. Paul 36 West 37th St. WI 7-1687 We Buy, Exchange, Rent or Sell New and 
Boochever, vice-president in charge of the Used Mechanical Displays & Mannequins. 


division ARTIFICIAL FLOWERS MECHANICAL BOOKS 

Kent has a thorough background in ad Display Units, Novelties and Decorations 50 West 22nd St., New York OR 5-1280 
vertising and point-ot-purchase merchandis Mi c 
ing. He was formerly associated with kin- " . . iya ompany, nc. 
son-Freeman Company, serving more than Colonial Decorative Display Co., Inc. 39 East 28th Street MU 5-351! 


three vears in a sales and production capa- | 70 West 40th St. WI 7-0230 Manufacturers and Importers of 


city as assistant to the vice-president. Prior ARTIFICIAL FLOWERS ine Ge & 


positions were held with the New York 
World Telegram and Sun and the MGM 


oer | Decorative Creation & Natural Creations, Inc. 
Art Flower Co., Inc. 233 Fifth Ave. LE 2-2377 
Turntable Introduced 13 West 27th St. MU 6-1798 FOLIAGE NOVELTIES 

\ low-cost turntable for display has been DECORATIONS 
placed on the market by The Birk Mfg. Imported Novelties, Settings 
Cempany, Niantic, Conn. With a capacity 
ot 2 pounds and a clockwise direction, the Decorative Plant Corp. Thomas Pace Co., Inc. 
table revolves at 2% times per minute. The 136 West 24th St. WA 4-4405 506 West Broadway GR 7-0778 
table is removable and is equipped with a ARTIFICIAL FLOWERS & XMAS TREES 
tapered socket to fit the main spindle, per- ARTIFICIAL FLOWERS Decorative Display Novelties 
mitting the top to be turned in either direc- Display Settings, Novelties, Units Sell to Jobbers Only 
tion when loading without damage to the 
ser gage Dgimccmanentnaligs beg ince a> The Display Equipment Corp. Louis Schneider Corp. 
neign l¢@ Manutacturer also 18S equippesr ¥ 
to develop unusual motion units for special a a gaa 6 East Second St. OR 4-3723 


— CORONET & WINDSOR ARTIFICIAL FLOWERS & FOLIAGES 
Model School Visited MANNEQUINS Display Decorations and Novelties 


By Chicago Group Fashion Museum Nat Siegel, Inc. 

Members and guests of the Chicago Dis- 16 West 77th Street TR 3-9103 39 West 37th St. WI 7-8485 
play Club visited the Patricia Stevens Fin- CHARLES LEDERMAN, HISTORIAN LA 
ishing Schools on March 9 Durine the Can Furnish, on rental basis, authentic period outfits to MANNEQUINS AND DISP Y 
sming . SAT ( - F*uring THE | highlight your anniversary, special events, spring or fall EQUIPMENT 
evening they saw a demonstration of the promotion. Ask for information. Recommended by Cay! See . ; ‘ 
proper application of make-up, heard a talk JN: ®: D. G. A. Distinctive Display Fixtures and Novelties 


on how models are created, and were given 








Decorative Display Units, Novelties and Decorations Bird Cages, Lanterns, Parosols & Novelties 





Creative Displays — "It's a Natural” 

















Frankel Associates, Inc. D. G. Williams, Inc. 
56 W. 45th St. MU 7-3434 f 498 Seventh Ave. LA 4-4069 


—— ae DISPLAY FABRICS & ACCESSORIES 
Again With Siege! 732 S, Websosh Ave., Chicogo: MANNEQUINS & DISPLAY FIXTURES 


: 424 Book Bldg., Detroit; 819 t., i j 
then. Manimenihs tne ‘celal dee ankis g-, Detroit; 819 Santee St., Los Angeles Display Novelties and Equipment 


staff of Nat Siegel, Inc., 39 West 37th street. 


ee a ee er Victor Haida Displays, Inc. 
New York City 18 :25 ake ime = SAVE TIME — DO YOUR 


DESIGNERS & MANUFACTURERS DISPLAY BUYING IN 
48 OF CREATIVE DISPLAYS NEW YORK 
Largest Showroom in the Country 


It's Always MARKET WEEK in New York § 


a briefing on fashion merchandising 











ne 





‘Y 
{|| { OF A CYCLONE 
J 





























N y 
=@.Z4 


UF 


4 
LE, 
A 


WaKolalatohade lM dal-lacie dale 


expanding spiral of fashion has its 
base and from which it spreads to all @: 


corners of the world, is the place to deter- 


.\\ 


\ 


a 


mine the force, duration, and direction of a 
fashion — or display — trend. Thus New York 
display houses have a unique opportunity to keep 
informed, and so to help you make your displays produce 


with peak performance. It pays off in sales to remember .. . 
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IT’S ALWAYS MARKET WEEK IN NEW YORK 





SOMETHING NEW! 


FLEXY 


WIG 


MADE OF A WONDERFUL 
NEW MATERIAL! 


This is an entirely different type wig 
than anything we have put out in 
the past. Using a new type ma- 
terial we have developed a softer, 
more flexible wig that can be 
pressed and folded and still retain 
its shape. The beautiful texture 
and sparkling sheen will put real 


selling punch in your mannequins. 


A 


a 
Ww 


Herzberg-Robbins, Inc. 


457 WEST BROADWAY 
NEW YORK 12, N. Y. 


e Wigs 
e Mannequin Repairs 
e Plastic Mannequins 








HERZBERG-ROBBINS, INC.. 
457 West Broadway, New York 12, N. Y. 


Gentlemen: Please send me your latest 
wig and mannequin catalog. 


Store Name————— 


Address—— 


OL 


Attention: ii ad 
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Booklet Offers Tips 
On Remodeling 

A new booklet, “Remodeling Hints,” offer- 
ing suggestions to store, office, and show- 
room management on how to improve ex- 
isting facilities and increase personnel effi- 
ciency can be had free from S. S. Silver 
Interiors, 350 Butler street, Brooklyn. 

The booklet covers such points as efficient 
space, color separation for depart- 
ments, and use of lighting to direct traffic. 
Also included are tips for increasing at- 
tractiveness and impulse buying, plus many 
more points which can be advantageously 
adapted to any sales outlet or office space. 


use of 


Jacoma Associates 


Is New Firm 

James C. Madden, with 20 years experience 
in the fields of display advertising and sales 
promotion, has opened his own ofhce to 
specialize in the design of point-ot-purchase 





display material. The new firm is called 
Jacoma Associates, and is at 25 West 45th 
street, New York City. Madden was formerly 
art director of Oberly & Newell Lithograph- 
ing Company, New York City, and Einson- 
Freeman Company, Long Island City; at one 
time he was display manager for Burroughs, 
Wellcome & Co., Tuckahoe, N. Y. 
Kester Is Promoted 
At Rike-Kumler 

Richard Kester, formerly asistant display 
director, has been appointed staff assistant 
to the general superintendent at The Rike- 
Kumler Company, Dayton, Ohio. This is 
a newly created position. Kester’s main 
duties will be to conduct research studies on 
selling department layouts and selling de- 
partment fixtures in connection with a num- 
ber of remodeling projects now being de- 
veloped. His successor in the display de- 
partment has not been announced at this 
time. 
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Mrs. FELOMAN HAS BEEN IN DISPLAY FOR 28 YEARS, MOVING FROM 
AOUTINE OFFICE WORK TO SHOWROOM AND THE EXECUTIVE END. | 
IN 1946 SHE STARTED HER OWN BUSINESS; FROM A VERY MODEST 


BEGINNING IT HAS BEEN BUILT 
BY HERSELF AND HEA HUSBAND 
(AUBIN FELDMAN) INTO ONE OF 
THE LEADING DISPLAY HOUSES 
IN CANADA. MRS. FELDMAN 
ATTENDS DISPLAY MARKET 
WEEKS REGULARLY AND Is 
REGARDED AN AUTHORITY 
ON DISPLAY TRENDS. SHE 
WAS THE SUBJECT OF AN 
ARTICLE IN “CANADIAN 
BUSINESS “ PUBLISHED BY 
THE CANADIAN CHAMBER 
OF COMMERCE. 

In HER SCANT LEISURE TIME 
MRS. FELDMAN ENJOYS GOOD 
MUSIC AND THE THEATRE. 
MOST OF HER VACATIONS ARE 
SPENT IN THE NEARBY LAURENTIANS 
~. AND SHE LIKES AN OCCASIONAL 

VISIT TO THE SEASHORE. 
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Two Merchandising Forums 
To Highlight Symposium 

A panel of key advertising agency execu- 
tives and a panel of top administrative ex- 
ecutives in retailing will be featured at the 
two merchandising forums at the eighth 
Annual Symposium and Exhibition sponsored 
by the Point-Of-Purchase Advertising In- 
stitute. This year’s three-day event will 
be held at the Hotel Statler, New York 
City, March 30-April 1. Ralph Head, account 
supervisor for Batten, Barton, Durstine & 
Osborn, Inc., is chairman of the merchandis- 
ing forum committee and is handling the 
arrangements for both clinics. He is as- 
sisted by a committee of nine, including 
W. E. Sawyer, of Johnson & Johnson, New 
srunswick, N. J., who is assistant chairman. 

Committee members are Walter J. Ash, 
Consolidated Lithographing Corporation, 
Long Island City, N. Y.; Howard M. Cowee, 
William Melish Harris Associates, New 
York City; Ray Dubrowin, General Foods 
Corporation, New York City; James B. 
Duffy, Genesee Brewing Company, Roch- 
ester: Dana F. Hahn, W. L. Stensgaard & 
Associates, New York City: Murray Koff, 
Seagram-Distillers Corporation, New York 
City; George A. Phillips, Cluett, Peabody & 
Co., Inc., New York City, and Frederic 
Schneller, D’Arcy Advertising Company, 
New York City. 

Norton B. Jackson, executive director of 


POPAI, announced that the merchandising | 


forum with a panel of retailers will be held 
on March 30. The panel consisting of the 
advertising agency executives will be the 
event for March 31. 

April 1, the final day of the affair, wall 
see Frank E. Delano, vice-president and di- 


rector, Foote, Cone & Belding, addressing | 


a group of 1,300 who will attend the annual 
symposium-luncheon. 

“To Sell It — Display It!’ will be the 
theme of this year’s event. A total attend- 
ance of 15,000 is expected at the exhibition. 


Reiser Leaves American, 
Joins Stensgaard 

Syl Reiser has resigned trom American 
Fixture & Mfg. Company, St. Louis, and has 
joined W. L. Stensgaard & Associates, Inc., 
Chicago, as an associate and account execu- 
tive. 

Reiser was for some years display director 
ot Stix, Baer & Fuller, St. Louis, and 
operated his own design and _ consultant 
service in that city after leaving the firm. 
In June, 1952, his appointment as_ sales 
manager for the Korrect-Way Distributor 
Division, American Fixture & Mfg. Com- 
pany, was announced. 





Priddey Heads Display 
For G. Fox, Hartford 

Alfred S. Priddey has taken over as dis- 
play director of G. Fox & Co., Hartford, 
Conn., as successor to Joseph R. Wright. 
The latter resigned recently in order to head 
display for The Dayton Company, Minne- 
apolis. Priddey has been with Fox's for 
several years in charge of home furnishings 
display. At one time he was with Kauf- 
mann’s, Pittsburgh, and with Macy's, New 
York City. 
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NOW! FOR BRILLIANT, COLORFUL, 
EYE-WINNING DISPLAYS THAT 
LIGHT UP THE SALES PICTURE... 


AMPLEX COLORBEAMS 


R30 Baby 
Colorbeams 
for Indoor Use 


ee PAR38 Series 
R40 Series for Outdoor- 
for Indoor Use Indoor Use 


IT’S THE SAME for your window and your interior displays... 
it's color that attracts attention...quickens interest...adds the 
sparkle and zest that makes merchandise look its best and really 
move! And you can use color most effectively with Amplex Color- 
beams because their vivid hues are artistically true...each one 
designed for top effectiveness in heightening the attractiveness 
and drawing power of your displays. 

Besides this, Amplex Colorbeams alway enable you to get 
exactly the desired effects, with utmost ease and at lowest cost. 
They give you a wonderful choice of 14 colors. Their color is a 
permanent, integral part of the glass. It never fades, cracks or 
chips. The sealed-in reflector linings are pure silver... always 
provide maximum light intensity. And Amplex Colorbeams have a 
rated design life of 2000 hours! Write for the full story. 


AMPLEX CORPORATION 
Dept. B-3, 111 Water St., Brooklyn 1, N. Y. 








USE CRESCENT 
ART POSTER BOARD! 


For the BEST display results, it’s always neces- 
sary to begin with a BEST material . . . like 
Crescent Art Poster Board. 


The minute you actually TRY it, you'll see what 
we mean. This exceptional cardboard helps you 
produce a quality display piece with an absolute 
minimum of time and trouble. 


The ideal board for charts, window displays, 
backgrounds, posters, displays, novelties, photo 
mounting. Crescent Art Poster Board is strong 
... durable .. . beautiful! 


Crescent Art Poster Board is the BEST material 


for pen, brush, printing, inking—you pick the 
medium. 


chicago 


CRESCENT 
Quality 
BOARDS 


cardboard 
company 


1240 N. HOMAN AVE. 
CHICAGO, ILLINOIS 


MODERN INTERIORS 

[Continued from page 25] 

(glass doors keep the dust out, but 
are no barrier to customer interest when all 
the selling points are plainly visible and 
brought torward in a flood of bright light- 
ing. Underneath stock drawers simplify the 


selling. 


selling problem, every stack having its own 
stock drawer directly beneath. 

Display can do a great deal for older 
stores when they decide to modernize. This 
point 1s aptly demonstrated by top-otf-stock- 
unit display at Forbes & Wallace in Spring- 
held, Mass. The fixtures are new and mod- 
ern, and the whole store has taken on an 
up-to-date personality. 
There are some physical features, however, 
that can not be altered, such as the low 
ceiling effect aggravated by posts and 
pillars in the lingerie department.  [Dis- 
play Director G. F. Tibbetts has minimized 
both these handicaps by the use of spring- 
themed displays utilizing tramed_ chicken 
wire for loose display against a pillar. The 


entirely new and 


see-through character of the chicken wire 
avoids blocking-off or trying to hide the 
pillar, but it does make it easier on the eye, 
without interfering with the long view ot 
open space behind. This tramed wire unit 
is painted the same color as the pillar, and 
so becomes part of it, with vines and flowers 
tor a spring effect. The half-figures used 
either side of this frame unit balance the 
display at different levels, and prevent the 
low ceiling trom seeming to push the stock 
unit down. Instead, this display arrange- 
ment lifts the eve and stops it just short 
of ceiling beams and the sprinkler system. 

The appliance section at Forbes & Wallace 
backs a partition against some pillars, adds 
close-to-ceiling lights, and achieves not only 
spaciousness, but strong impact display. Too 
often appliance departments have a_ cold 
and clinical look, with dazzling, gleaming 
white not only formidable but uninviting. 
In this department rich colors are used tor 
walls and separators. Deep tones of green 
and gray absorb some of the reflected light 
and warm up merchandise that is cold by 
nature. These deep colors do not take away 
from the objective ot brightness, to show off 
each individual item in a blaze of glory, 
but the use ot color does prevent a stark 
whiteness that looks more sanitary than 
inviting. 

Still another treatment of the spacious 
theme, and the display of a great deal of 
merchandise, was cleverly worked out by 
Ohrbach’s in the downtown Los Angeles 
store, where William Meissner heads display. 
Display forms are posed against panels for 
foreshortened effect, and spotlighted from 
the ceiling. The ceiling, in fact, is studded 
with spotlights equally effective as general 
illumination or for highlighting displays. 
The branched ceiling fixtures are modern 
in design for both decorative and functional 
benefit. The news of this department, how- 
ever, is not so much the lighting as it 1s 
the dress racks. They are suspended in 
adjustable wall brackets with absolutely 
maximum visibility for the merchandise. 
There's no enclosure, top or bottom. The 
wallpapered walls take away any chance of 
a too starkly functional impression, and 
the pierced dropped cornice concealing the 
lighting unifies the displav area in relation 





to the baseboard. The adjustable bracket 
feature affords considerable flexibility since 
the height can be varied to accommodate a 
single line of dresses, or a double line of, 
say, blouses and skirts. Here is a selling 
space not confined to one type of tashion, 
but adaptable to many types of merchandise 
for a quick switch of departments, if the 
season or the selling would seem to make 
a change advisable. 

For the Oval Room, Ohrbach’s uses a more 
intimate approach with an elegance in keep- 
ing with the high fashion merchandise sold 
here. This room is oval in tact as well as 
fancy. William Meissnef creates a luxuri- 
ous atmosphere and achieves a selling dis- 
play at the same time, with fashion-coordi- 
nated groupings in glass “jewel box” type 
units that are truly showcases for good 
taste. Related selling is the visual message 
of wall cases, too, with a real achievement 
in the distinguished presentation of what 
is, actually, a considerable amount of mer- 
chandise. 

The trend toward showing more and more 
merchandise in the department is no _ re- 
specter of price lines. It is a selling trend, 
and all price lines must be sold. The modern 
touch is in the magic of merchandise on the 
floor without any hint of basement psy- 
chology and without detracting from depart- 
mental appearance. In fact, the introduction 
of more merchandise is a prime contributor 
to the attractive appearance of modern de- 
partments. This is a fine achievement in 
itself. But it also works effectively in the 
direction of another goal — to make shop- 
ping easier for the customer, selling easier 
for the salesperson, and pre-selling a sort of 
built-in merchandising tool for breaking 
down sales barriers and building up self- 
selection as a modern selling force. 





Chicago Display Firm 

Consolidates Facilities 

Carter & Galantin, point-of-purchase 
display producer, has consolidated the 
Chicago headquarters, studios, and manu- 
facturing facilities in a new location at 
710 West Jackson boulevard. Formerly, 
headquarters and studios were at 105 
West Monroe, and the plant was at 27 
South Market street. The larger quarters 
will result in greater efficiency and in- 
creased ‘capacity. Henry FE. Carter, presi- 
dent, stated. The firm creates and pro- 
duces dealer displays and sales training 
aids for major automobile, home appli- 


ances, and other manutacturers. 





William Laing Resigns 
Darling Position 

The resignation of William Laing as ad- 
vertising manager for the L. A. Darling 
Company, Bronson, Mich., has been an- 
nounced. As yet no replacement has _ been 
named. 





Proffitt's Appoints 
Herbert Coulter 


Succeeding Frank Clark, who is now 1n 
another field, Herbert Coulter has been ap- 
pointed display and advertising manager of 
Proffitt’s, Maryvilie, Tenn. He had_ been 
with Sears, Roebuck & Co. in Monroe, La., 
and Knoxville. 


DISPLAY WORLD 





Motor Geared To Produce 
Straight-Line Action 

Switches and other mechanical 
such as levers can be actuated electrically 


devices 


through a newly developed Gleason-Avery 
motor assembly, equipped to convert power 
taken from the drive shaft of a high speed, 
fractional horsepower induction motor into 
lateral motion. This is done through a 
rack that can be made to travel as much as 
12 inches either left or right. The rack 1s 
returned to normal position by spring load- 
ing or by means of a counter-weight when 
the circuit 1s de-energized. 

The unit is called “No. 311 Sate Return 
Motor,” and will lift} approximately 25 
pounds (direct pull) a distance of 4 inches 
in 30 seconds. It can be used to operate 
such devices as louvres, windows, and other 
heavy mechanical contrivances that must be 
opened, shut, or moved laterally either auto- 
matically or by remote control. It is made 
by Gleason-Avery, Auburn, N. Y. 


Two Promotions Made 
At Masonite 


Two promotions in the sales department 
ot Masonite Corporation, Chicago, were an- 
nounced by KF. ©. Marion, 
James H. Hurley has been named 
advertising manager, after serving two years 
as assistant. Freeman E. Fish, who joined 
the corporation in assistant 
promotion manager, has been named 
promotion manager. Hurley joined Mason- 
ite in 1948 as a copy writer. He is a gradu- 
ate of the University of Illinois School of 
Journalism and_ previously worked — tor 
Remington Rand. Fish tormerly with 
(‘ontinental Airlines as promotion 
and cargo sales manager for tour years. He 


general sales 


Manager.. 


1953 as sales 


sales 


Was 


sales 


also served there in other executive capaci- 
ties for six years. He attended the Univer- 
sitv of Alabama. 


50 Stores Install 
New Wall Display 

Approximately 50 retail have in- 
stalled a strikingly simple display specially 


stores 


devised as a backdrop for a new collection 
ot moderately priced wall lamps __ by 
Lightolier, Inc., it is announced by M. 
loebelson, vice-president in charge ot sales 
and advertising for the firm. 

“Several hundred additional have 
indicated deep interest in the display by 
writing us for blueprints and constructien 
guides, and more requests coming in 
daily,” Loebelson said. 

First shown at the January markets in 
Chicago and New York City, the display is 
an eye-catching demonstration of the tresh 
merchandising concept presented by the 
new Lightolier wall lamps. The display 1s 
expressly intended to convert unused wall 
space in the retail store into a dramatic 
new selling area. 

\s seen in Lightolier’s 
“pilot” display measures 17 
and 7 feet in height. It is 
perforated hardboard painted a 
light blue, with two alternating 
sections of richly grained and 
polished walnut. A spill of light from 
fluorescent tubes recessed behind the wal- 
nut panels further enhances the presentation. 


stores 


are 


showrooms, the 
feet in length 
constructed of 
pleasant 
vertical 
smoothly 
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thefiiry aamuuch 


New Wrought Iron 


Spray-0-Namel 


flat black 


Yes, now you can give any display crea 
tion the “modern touch” with a simple’, 
touch of a lever! Use’ Spray-O-Enamel | 
Wrought Iron Flat Black,” the new 
paint sensation by the makers of the 

lst aerosal spray paint. Sprays di- 

rect from can, dries to a soft, non- 
glare black finish that gives wood “4 

or metal a pleasing, compli- ~ £44 
mentary look. Ideal for ¢ 

new or refinishing wo oe 


Write for full ; 


details todayy 


Mana-Skin 
Spray 


Spray-O-Namel 
Brushless Paint 


Spray-it-Snow 
Kolor Flock 


ILLINOIS BRONZE POWDER CO. 


2023-DW S. CLARK ST., CHICACO 16, ILL. 








WE HAVE IT! 
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WE HAVE IT! 


ORDER FROM 


HARLAN 
FABRICS 


CORP. 
30 N. WELLS e CHICAGO, ILL. 
CEntral 6-0092 


Also Distributors of 


DISPLAY FABRICS 
* 
NOVELTIES 
“ 
and PAPERS 














Up to 24 wall lamps may be accommodated 
on the display’s perforated surface. 

Following plans provided by Lightolier, 
retail stores may construct a similar display 
of perforated hardboard and plywood at 
nominal cost, Loebelson said. To assist re 
tailers in installing the display, Lightolier 
has prepared an attractive six-page folio 
containing blueprints, step-by-step construc- 
tion guides, actual color sugges- 
tions for signs, and a program tor a com- 
plete merchandising plan to profit effectively 
trom the new and tast-growing market for 
wall lamps. A copy of this program is 
available on request from Lightolier, Inc., 
sales department, 346 Claremont avenue, 
Jersey City 5, N. J. 


swatches. 


New Display Papers 
Are Introduced 


Three new papers suitable for display or 
television use have been introduced by The 
Schmitz-Horning Company, 777 East &2nd 
street, Cleveland _ 3. Called “Painted 
Wood,” “Garden Wall,” and “Brick Wall,” 
they are hand-printed by the silk screen 
method in oil colors on heavy paper and are 
washable with soap and water. 
in from three to five different colorings, as 
are most patterns and scenics produced by 
this company. “Painted Wood” is a 60-inch 
repeat, and “Garden Wall” is a repeat of 
48 inches. Complete details will be sent by 
the company on request. 


They come 











SLOAN 


A group of us were gabbing about some of 
the problems of the Display Jobbers. One — 
with road troubles — was saying that even 
to stand still in this business, he’s gotta run 
like hell. And several were complaining 
about the Trucking and Express outfits 
taking them for a ride. So I turned to Mike, 
saying that here were a couple thoughts 
easily worth a column. 


“Today —do ME a favor,’ he orders. ‘Write 
about competition.” Are you kidding —I 
ask, amazed. You mean I! should put down 
what I! think about our competition? I 
don’t think . “Don’t ‘think’,”” he inter. 
rupts. ‘And stop spluttering. I'm talking 
about the industry’s competition. Yeh (he 
adds to the stunned guys) —the Display 
Business ain‘t 100°, in the hands of Display. 
Nope, no more!"’ Holy smoke, gasps a job- 
ber. Listen to him! Besides my competitors 
I got more competition! 


Cut the double-talk, I yell at Mike. And 
what's the story. Disregarding me, as 
always, he continues. ‘I take it you boys 
are interested in a Cash business. Lots of 
customers plunking down the dough — pick- 
ing up the merchandise — the ‘found’ busi- 
ness and ‘found’ money —easy over-the- 
counter sales.’” So, naturally, all the boys 
agree that that would be just dreamy—and 
in fact, is a dream. 


“Well, I'm only gonna talk about Christmas 

although I could mention half-a-dozen 
other seasons. That’s the time when Dis 
play gets its biggest walk-in business. Oh, 
I know it's early — but it’s better to think 
about it now — before it’s too late! 


for Christmas — everybody trims in 
some way. whether it’s to decorate the 
interior or outside of a house, an office, for 
Christmas parties, etc. And ‘everybody’ is 
a terrific potential buyer! And where do 
they go?’’ My brother’s mad. ‘I'll tell you 
because I see it in my town. I see the 
hardware and electrical supply stores, the 
toy and gift stores, and even one super- 
market selling Santas and reindeer; Christ- 
mas balls and tree ornaments; outdoor stuff 
-in short, the works! And why do they 
do the business? And they DO! Because 
the customers think that’s the natural place 
to go! 


“Dammit! We're keeping this business too 
much to ourselves. e‘re not letting ‘em 
know that the ONLY place to go to get 
Display materials is in a Display house. 
After all, where else can they get the selec- 
tion and high-styles? We must make the 
customer love to come in to browse around 
-and ooh, and aah, and BUY! And to 
come back again — now that they know us 
—al]l year ‘round. They'll find plenty of 
reason to come back — if we tell ‘em where 
we are.” 


One of the boys then remarked to Mike, 
that he oughta give a suggestion about 
how to put it over. So Mike replied ““What 
are YOU gonna do about it?” 


What do you think? 


Capital Merchandising 
Company 


Manufacturers of 
Window Display Papers and Cloths 


365 Thatford Ave., Brooklyn 12, N. Y. 








Holland's 


Fifth Avenue 


By ROBERT KIEK 


OTTERDAM, 


biggest and 


historically Holland's 


| busiest port and which 
was bombed almost into oblivion dur 

ing the last war, is making a dynamic come- 
back. Town planners aim at making it the 
biggest, most modern and incidentally 
most livable city of Europes West coast. 
Latest evidence of Rotterdam’s Phoenix. 
like rise is a novel shopping-plaza, “Lijn- 
baan” (pronounced “line-bahn”’). In the few 
months tollowing its opening late last vear it 
already has become a tourist’s attraction, 
drawing crowds ot shoppers trom. other 
Dutch towns, as well as from England, Bel- 
gium, krance, and Western Germany. Un- 
like most American shopping centers, where 
the accent is mostly on supermarkets and 
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department stores, Lijnbaan-Rotterdam has 


deliberately adopted a quality street charac 
ter; hence its nickname, “Europe's Fitth 
\venue.” 

Che shopping-plaza was built by a promi 
nent Netherlands architect, Protessor van 
den Broek, tor the account of the Lijnbaan- 
Rotterdam Association, representing 606 lead 
ing retail houses. High fashion stores rub 
walls with art galleries, stores featuring 


souvenirs and stationery, toys and children’s 


—Below is an artist's drawing of the Lijnbaan- 

Rotterdam, looking toward City Hall 

Above, view of the first floor of Modela, a 

typical shop in the Lijnbaan; Clim Meyer 
was in charge of decorations— 
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clothing, piano and phonograph record 
houses, an internationally famous beauty 
salon, two excellent restaurants, and food- 
counters specializing in many tasty varieties 
of Holland's open sandwich. 

Architects and store owners from many 
countries have traveled to Rotterdam to 1in- 
spect this plaza and its modern teatures. 
One of these is the exclusion of all forms 
ot vehicles within the Lijnbaan shopping- 
plaza proper. This was done to eliminate 
traffic mishaps and to encourage shoppers to 
take their children along with them. Natur- 
ally, on all sides ot the L-shaped plaza 
huge parking lots have been constructed to 
take care of thousands of automobiles; and 
special racks have been built to accommo- 
date the Hollander’s favorite means of 
transportation, the bicycle. Since the 
Lijnbaan is situated directly behind Rotter- 
dams main thoroughtare, Coolsingel, the 
shopping-plaza is also easily accessible tor 
those using the city’s extensive network of 
Streetcars. 

Liynbaan-Rotterdam is a two-story struc- 
ture set among blocks of s1x- or eight-story 
buildings, and flanked on the main street side 
by the beautiful architecture of Rotterdam’s 
City Hall. Balcony-like wooden structures, 
lining the shopping-plaza, enable passersby 
to window-shop in all weather conditions. 
Similarly, covered ways leading across the 
plaza protect the public against rain and 
provide shade on hot summer days. 

Holland's leading interior decorators have 
made good use ot the possibilities of 
creating truly modern stores, incorporating 
the latest principles of efficiency in design 
and selling incentives. 

Considine Opens 
Own Studio 


Rudy Considine has opened his own studio 
26 Kast Pearson street, Chicago 11, and 


will serve as display consultant to a number 


at 


of stores in promotion planning and design, 
for both interiors and windows. For nearly 
25 vears Considine was display director for 
Lucien Lelong of the same city, until that 
firms purchase by Coty, Inc., and its re 
moval to New York City. 


Literature Available 
On Promotion Kits 

Display Marketers, Inc., 1021 South Ninth 
street, Philadelphia 47, announces a new 
catalogue describing the firm’s complete 
sales promotion kits covering clearance 
sales, bargain days, and the like. The kits 
contain everything from pennants and ban- 
ners to matching counter cards and _ price 
tickets. Catalogues are available free of 
charge to anyone requesting them on com- 
pany letterhead. 


St. Louis Club Hears 
NDA Plans Outlined 

Principal speaker at the March 10 meeting 
ot the St. Louis Display Guild was Escher 
Bettis, display director of Stewart Dry 
(,oods Company, Louisville, and president 
of the National Display Association. He 
outlined the proposed program of the 


association. The meeting was held at the 
Laclede Gas Company, with the club mem- 
bers guests of the firm for dinner, 
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Our store lighting is perfect 


4 
thanks to the LUSTRA MAN 


says Markson’s (Men’s and Boys’ Wear), 
Elmira, N. Y. 





Here is the exact statement of Mr. Leon Markson, President, 
The Markson Stores: 


“Completely equipped with Lustra Incandescent Lamps and 
Fluorescent Tubes, our modern store in Elmira is widely recog- 
nized as the best-lighted store in western New York. Experience 
shows that effective lighting such as this is an important aid 
to better sales. We can report, too, that Lustra Lamps and 
Tubes burn longer and save replacements.” 


It will pay you to talk with your local Lustra Man. He’s 
thoroughly qualified to solve practically any lighting problem 
with the complete quality line of Lustra Double Duty Lamps, 
Fluorescent Tubes and allied electrical products. Write us for 
literature giving the whole Lustra story. Lustra Corporation, 
Dept. N-3, 36 Washington St., Brooklyn 1, N. Y. 


AMERICA’S DATED LAMPS 


DOUBLE DUTY REFLECTOR LAMPS, INCANDESCENT LAMPS, FLUORESCENT TUBES. SPOTLITES AND FLOODLITES 
RUGGED DUTY LAMPS. FLUORESCENT FIXTURES AND STARTERS 











SUMMER 


is on its way... 


Qur salesmen are presently on their 
way to show you our beautiful summer 
line of artificial flowers, artificial 
foliages and set pieces that will make 


your displays sell merchandise. 

In our designing department we are 
now making up a better than ever 
Back-to-School line that will soon be 


ready for you to see. 


And, if our salesman does not regularly 
call on you send us your name on your 
store letterhead and he will see you 


promptly. 


(EN Artificial 
\ Flowers and 
Set Pieces 


Are Better... by design, 
workmanship and artistic packing. 


General Display Corp. 


140 WEST FOURTH STREET 
CINCINNATI 2, OHIO 



































OPBS. Beautiful All-Metal 


PERFORATED 
BLOCK SCREEN 


It's attractive, it's practical! Complete 


The 9° metal blocks can be 
used as pegboards. 6' high, 54’ $340 
wide overal!. Each panel, 6'x!8"’. 
A display with real EYE-APPEAL! 


Our WSX-05 shelves can be attached. to make 
o complete becutiful displayer. Shelves, $2.75 ea. 


See Your Jobber or write us. 


HARRY C. COHEN CO. 


5219 Center Ave. Pittsburgh 32, Pa. 








Interesting Lighting 
In Lit Windows 

N. Sonnenteld, New York sales manager 
for Century Lighting, Inc., of the same city, 
calls attention to the display lighting of the 
new Lit Brothers store which opened in 
Philadelphia on February 17, pointing out 
that the show windows use television light- 
ing techniques. “Century” ‘Lite-Lifts’ are 
used to raise and lower the Fresnelites (for 
focusing and re-lamping). This eliminates 
the need of using ladders in the windows. 
\lso ‘Lekolites’ are used with gobos to 
project patterns in black and white or color 
on the backwalls of the windows. ‘Beamlite’ 
projectors are also used to minimize day- 
light window reflections.” 


Old Wall Telephones. 
Offered For Display 


\ctual wall telephones trom rural homes 
and country stores of 50 or 60 years ago 
are being offered by Things From Texas, 
721 Fairview, Houston. They are the hand- 
crank type used around the turn of the 
century, with cases of fine oak and the 
metal parts of brass. Full information will 
be sent by the resource on request. 


Display A 


MONG the many attributes of Boston 
numbered the S. S. Pierce 

Company, probably unique among gro- 
cery stores. Display is considered very im- 


must be 


portant at the big store, and the following 
is an account of how it is handled there; the 
story appeared in “What's Cookin’,” the 
firm's house organ 

“Putting our best foot forward” at S. S. 
Pierce 
the quiet comings and goings of one Don 
White and his distinguished display depart- 
ment. Operating from camouflaged head- 
quarters behind the central cafeteria, Don 


Company probably best describes 


and the boys set for themselves a grueling 
pace. Fifty-four store windows plus inter- 
ior decorations together with Christmas- 
time wholesale grocery, pertumery, and ex- 
ecutive gift department displays at Central 
keep them continually on the move. 

In their spare time they'll whip up any 
number of tempting displays for hotel, trade, 
convention, and camp shows, in addition 
to several exhibition windows around town 
also in search of the “Red Label” flavor. 

Actually this department comes under the 
direction of Sydney Zanditon and the retail 
sales manager's office. However, execution 
of the basic plans stems directly from the 
imaginative staff of Don White and _ his 
assistants. 

He readily admits it couldn't be done 
without their all-out enthusiasm and cooper- 
ation. Each is a specialist in his own right. 
Yet no one ever hesitates to pitch in on 
anything from varnishing a window frame 
to driving a two-ton truck. 

As department head, Don tops the group 
in length of service with 25 years rounded 
out this past summer, Next is Danny 
Welby who's been with the company 11 


vears. Danny's the one who has had to 


EXHIBIT DISPLAYS CAN BE FUN 


[Continued from page 46] 


Those who saw the exhibit in Chicago 
commented on the restfulness of this unusual 
setting which in its actual application ap- 
pealed to several of the senses. The sound of 
the water, the ability of the customers to 
touch the live tree and grass, the smell of 
pine which was carefully sprayed around the 
space each morning, and even the heat of 
several infra-red bulbs which shone through 
the tree branches truly brought the nice 
things that one remembers about the out- 
side to the confines of the exhibit hall. 
All the noise, clatter, and hum of activity 
seemed to cease as one walked into the 
National Homes space. There was truly a 
whole new atmosphere. 

James R. Price, president ot National 
Homes, termed the exhibit “most excellent 
— it did every thing we wanted it to. It 
drew well, made our selling easier, and 
certainly carried out our outdoor living 
theme to perfection.” 

(Customers were invited to take a walk into 
an adjoining parking lot to see an actual 
home that had been set up especially for the 


occasi yn. 


t Pierce s 


master the art of truck driving among other 
things in display. 

sill Lane joined SSP six years ago atter 
doing a similar stint in the U. S. Coast 
(;uard. He's the proud father of a_ baby 
boy just one year old this month. Most 
recent addition to the staff is Vesper George 
School graduate, Bill Kadlec, who in three 
years has painted quite a name for himself. 

Criss-crossing our network of metropoli- 
tan stores, this team probably covers more 
ground than any other inside department in 
the company. While their real work 1s 
behind the scenes, results are in plain view 
They have to measure up to 
the gaze of thousands. Little wonder that 
display takes pride in the fact that they've 
never had to “pull” a window. 

The answer is work, hard work and 
plenty of it. To being with, planning and 
design originate in a little paint-splattered, 
multi-windowed room at Central. It’s here 
ideas are born. As the idea begins to loom, 
it sends our displaymen = scurrying in all 


of everyone. 


directions for props and fixtures to give it 
substance. 

One heads for Copley where our stock 
of fabrics, paints, and boarding far exceeds 
that on hand at Central. Here in the upper 
floors above our retail store, and as if to 
stir the imagination, Don has everything ar- 
ranged by season. There is the Christmas 
room, the spring room, and so on through 
the seasons. 

Thus, while Danny Welby maneuvers an 
SSP wholesale truck through downtown 
traffic, Don may be out touring the country- 
side. Object of his travels isn’t the invigor- 
ating air, but a genuine sprig of goldenrod 
or autumn foliage. Of course they're not 
always so particular, but realism can fre- 
quently make a window. 
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Meanwhile, Bill Lane is apt to be out 
scouring the decorators’ supply district for 
just the right shade of fabric or flitter. Bill 
Kadlec, on the other hand, is an artist 
equally adept with miniature or mural, and 
plies his trade with brush and color 

Gradually their project begins to take 
shape, but not without the pain and drudg- 
ery so familiar to anyone who's given birth 
to an idea. And so it is, day in and day out. 

Confronted with a fixed number of win- 
dows, walls, ledges and merchandise, their 
job 1s to come up with a very unfixed num- 
ber of ideas to enhance both product and 
window, and all in a manner combining good 
taste with solid sales impact. 
include 54 windows in our 
Kach set-up is left in 
from 10 days to two weeks. 
Tremont is changed week on the 
dot. Among other things in our store in- 
teriors, display handles shadow-boxes, those 
attractive, self-contained units hung on the 
walls. A score of special counters, center 
posts and miscellaneous ledges tollow along 
in season with appropriate motifs. 

Whether SSP calls tor simple 
paper-wrapped pedestals and trimming or 
the more elaborate type fixing, it’s all de- 
signed, built and finished right in our own 
workshop. Our displaymen list carpentry 
and lighting among their less artistic, but 
necessary skills. 


Their rounds 
retail 
a window 


seven stores. 


once a 


dec: TT 


When it comes right down to it, tools of 
their trade are surprisingly simple. Hammer, 
hand saw, scissors, brushes, plenty of paint 
and a device known as a “Cut-Awl,” are all 
they use. The latter is similar to a jig saw 
except it rests flat and slides along a sur- 
face, cutting into material such as Cornell 
board at the desired depth and angle. Mak- 
ing deft use of what they have, display can 
practically manufacture a mirage. 

Once at Tremont there was the “Hunters’ 
Window” which was all but stocked with 
live and growling game. For a real traffic- 
stopper, though, it took the warmth and 
charm of our famous “French Window.” 
Depicted was a typical sidewalk cafe in 
Paris, complete with checkered tablecloth, 
geraniums, lamp post and all. 

Always in the public eye, SSP windows 
invariably command admiring attention. On 
several we've been cited by 
authorities in the display field. Mr. Wal- 
worth Pierce himself takes great delight in 
SSP windows and never hesitates to let 
Don and the boys know about it. 


occasions 


Over the years as one project after another 
tumbles forth from their workbench, there is 
ingrained a distinct and individual person- 
ality. Yet when the pieces fit together in a 
polished unit, they bear the unmistakable 
trademark of teamwork. 


Wright Heads Display 

For Minneapolis Store 

charge of display for 
G. Fox & Co. Hartford, Conn., Joseph 
Wright is now in a similar position with 
The Dayton Company, Minneapolis. He thus 
rejoins the store, having served as display 
manager of the fashion windows before join- 
ing the Hartford firm. Wright 
Robert Petersen, resigned. 


For some time in 


succeeds 
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MOTION BY 


STRETCHES SOCKS... AND SALES! 


Stores 
Interwoven’s new 
tion display is used. 
by Merit 





o “Us 

gavaneost ‘ 
| yous 1e6 4N® ant 
' 





\ ue-More 


the Bell Portable Sewing Machine 


Turntables by display 


to best advantage from every 


angle make ‘em stop. look. buy. 
Here’s the perfect motion device 
Silent, 


Vue-More turntables 


for all-around display use. 
safe, sure 
rotate slowly. carry loads up to 250 


pounds. 


ing of the socks in two directions 


report increase of up to 300° in sales of 
Flexible Socks when novel mo- 
This striking sales promoter 


Displays Co. Paterson, N. J... uses a 


stock Vue-More motor to demonstrate the stretch- 


the top ex- 


panding lengthwise. the bottom stretching in width. 


Merit 


drive 


this 


motor easily adapted to the 


found particular worm 


heavy duty motion requirement of 
the display. Its power output proved 
superior to other motors of compar- 
able size and cost. Economical to 
handle production-wise, the motor 
provides cool. noiseless, trouble-free 


operation. 


Whether you require a motor for a custom-built display or a ready-to-use 
V ue-More. 


Brevel motion engineer for assistance in your display planning 


turntable of any size 


no obligation. 


most complete line. 


your best motion buy is 


Call on a 


there s 


Write for illustrated catalog and price list of America’s 


BREVEL PRODUCTS CORP., 2!4 SULLIVAN ST., NEW YORK 12 


P. S.: When at the P.O. P.A.1. Show, see us at Booth No. 20M (Mezzanine) 














PICTURES 


For all decorative purposes, specializing in 
window display. Highly colorful. 
Send for information or samples to 


JOSEPH HOOVER & SONS CO. 
1270 Broadway, New York City 1 


All sizes. 


"PARKCRAFT" 


RUSTIC 


COMPANY, INC. 











MALINES 


DIRECT FROM THE MAKER 
27 and 72 inch 
ALL SPRING SHADES 
MORTIMER B. MANDLE 


1270 Broadway New York City 1 


BIRCH 


Poles — Branches 


CEDAR 


Poles — Slabs — Bark 
Rustic and Western Displays 








Phone: WI 9-6479 Williamstown, N. 





FURNITURE 


J. 
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News From The NDA 


mpletely amazed at the re 
the Statement of Princt 
es, as published last month = 1n 
VORLD. It 1s, 


reaction 


literally, an 


read the on ne 


protession, as W el] 


plavmen. The 
grateful to 


s | 


ld be protoundly 


| (1) 


have given such deep thought 
first dratt 

WORLD 
suggestions to 
that 


{ Kactly whi: display 


correcting the 
DISPLAY 
‘>7 the 


1 
| 


ie first time. [I know otf, 


stands 


elaborate and completely 
from 


suggestions came 
ilis Stone Company, 
my estimation, tor 


dese rves the initials 


invited to 


been talk to the St 
play Guild on the National Display 
sociation on March 10th. It 

tulfill this part of my 


urge vou, regardless ot how 


is indeed an 
honor to protession. 
14 


woule much 


time 


vou have to devote to a display group, 


or how cynical you may be regarding the 
tormation ot such a club, to drop us a line 
will be 
very gratitying tor you in years to come to 
| that helped 


He able to Say 
will, I am certain, 


and apply tor membership now. It 


you form an 
that 


tribute immensely to your stature as a dis- 


organization con- 
play person, as well as an executive and an 
individual 

In all ot the 
Display 


inquiries as to the National 
\ssociation, the question keeps pop- 
ping up, “What do have to offer?” 
Frankly, the dues are only $5 a year, and 
worth that, at 
least, just to enhance your billfold; but here 


you 


our membership cards are 


—Members of the Cincinnati display fraternity 


By ESCHER BETTIS 


President, National Display Association 


listed are the objectiv es of our organization, 
and again these are proposals, and 
certainly not unwieldy, exacting, or = un- 
changing: 

We, as an organization, offer now: 

1. An opportunity to take part in the 
formation of a display organization which 
will be made up of the membership of all 
display people. 

2. To participate in the 
insurance 


formation ot an 


program based retirement, 


injury and straight life. 


upon 


3. To build your local display group into a 
stronger club, program and 
furnished by your national group. 

4. To through publications, 
as well as association bulletins, suggestions 
and short-cuts in your display work as well 


with speakers 


send to you 


as in your executive relations 

We offer in the future: 

1. A program ot display clinics to come to 
and to tie in with your 
(Chamber of Commerce, headed by your local 


your city local 
display group. 

2. To set up a program in all local groups, 
assisted by the national group, an effective 
public speaking forum. 

3. To set up a display and public rela- 
tions library on a national basis for local 
groups to draw upon. 

4. To establish a committee to handle dis- 
play problems ot personality, temperament, 
etc. 

5. To tie in closer and affiliate on an equal 
with the Advertising Federation of 
America. 

The Advertising Club of Louisville gives 
the following reasons for joining. If they 
are true of our local club, they can be equal- 
ly as true of a national organization or a 
local display chapter. 


basis 


met for luncheon at The Barn on February 26. 


The occasion was a surprise meeting in honor of R. C. Kash, editor of DISPLAY WORLD, who was 


presented with several lovely gifts by the local group. 


Among those who made short talks were 


William Grover, H. & S. Pogue Company; Virgil Ochiltree, Bond's: Paul Reinermann, Reinermann 
Fixture Company, and Nathan Silverblatt, manager, DISPLAY WORLD— 
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l. Keep abreast of the field and sharpen 
your with America’s toremost adver- 
tising and merchandising executives. They 
headline sparkling pregrams designed espe- 
cially for you. 


tools 


Ken- 


Mmar- 


2. Associate with 400 or more of 
tuckiana’s topflight advertising and 
keting specialists. 

3. Access to the region's finest library on 
advertising and related subjects (no rental 
charge). 

4. Eligibility for effective 
the club. 
fund for its own 
Project well on its way. A plus value tor 
new 


speech course 

sponsored by 
5. Club has club house 

members. 

worthwhile social 

events and civic projects club espouses. 


6. Participation = in 


7. Membership in Advertising Federation 
of America. 

S. Guest privileges at the 
New York Ad Club. 

9. Pride of membership in an organization 
that has this 

Judging from this and the success of all 
advertising clubs there is only one conclu- 
sion you can draw, and that is, you will only 
get out of NDA what you are willing to put 
in; that if you believe in something, you 
will only gain stature by working for that 
which you believe. In all of my experiences 
with people in retailing, the most rewarding 
have been with those in the Advertising 
Club in Louisville. They are, by and large, 
people who hold no grudges, who are more 
than willing to help those needing help, who 
are ever ready with a word of encourage- 
ment, who are constantly seeking self-bet- 
terment and a greater place in retailing tor 
their profession. 

It is time that we as a united protession 
came out of hiding and depending on a mere 
handful of displaymen to speak for all of 
us. You can help. Get on the bandwagon 
by joining the NDA and help us place dis- 
play on an equal footing with advertising. 

Our formal meeting is set for June 20, 
on Sunday afternoon, in the Hotel New 
Yorker, New York City. Our program will 
be terrific. It will also be to the point, and 
will, I am certain, convince you that display 
finally is on the right track. Join now by 
writing to the: National Display Associa- 
tion, 711 Homestead boulevard, St. Matthews 
7, Kentucky. 


world-famous 


Banners, Cards, Toppers 
Shown In New Brochures 

Dragon Printing Works, Box 443, Cincin- 
nati 1, has prepared literature showing and 
describing its line of ready-to-letter display 
cards, special toppers and banners for anni- 
versaries, special sales, and seasonal events. 
They come in a variety of color combina- 
tions, with attractive designs. Information 
will be sent by the firm on request. 
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Offers Hosiery Counter 
And Wall Fixture Unit 

To assist dealers in setting up a com- 
pletely integrated hosiery unit, a new coun- 
ter-wall combination is being offered by the 
Holeproot Hosiery Company, Milwaukee, ac- 
cording to Frank Bise, hosiery merchandise 
manager. 

The counter-wall combination enables 
dealers to present “Luxite’” or “Holeproot™ 
hosiery in an effective, sales-producing man- 
ner, while the display areas permit stores 
to show a variety of styles to potential 
customers. 

In large stores, Bise said, the units will 
be appropriate for use as a hosiery outpost 
in a high-trafhe spot, or as a completely in- 
tegrated hosiery unit in shoe, lingerie and 
ready-to-wear departments. In smaller 
stores and specialty shops the units give re- 
tailers the opportunity to install a complete, 
vet compact, hosiery department at minimum 
cost. 

The combination unit includes a wall fix- 
ture with shelves ror hosiery boxes. The | 
center of the unit is adaptable for either | 
shelves or a hosiery display. Dimensions | 
of the unit are: height, 6 feet 8 inches, | 
width 5 feet 10 inches and depth, 1114 inches. 

The counter unit is available with either 
a glass-top display area or with a glass tront | 
panel for display. In the glass-front counter, | 
provisions have been made for installation | 
of a fluorescent unit if desired. Counter 
unit measures height, 3 feet 334 inches, 
width, 5 feet 10 inches, and depth 1 foot 
7% inches. Toe area is recessed. 

Designed to hold 1,200 hosiery boxes or 
approximately 300 dozen pairs of stockings, 
the units are constructed of prima vera, a 
wood particularly well-suited to modern 
store interiors. The combination has a rich 
natural finish, but it is available in special 
finishes on request. 





ee ———— 


Display Helps Included 
In "Wunda Weve" Kit 

Belrug Mills, Greenville, S. C., is offering 
“Wunda Weve” dealers a new merchandis- 
ing package centered on the firm’s promo- 
tion theme, “The Seven Wundas of the 
Carpet World,” according to F. E. Haag, 
vice-president in charge of sales. 





Included are a seven-piece display set, 


| 
suggestions for store displays, radio com- | 


mercials, a series of seven mat advertise- 
ments, and layouts and copy for large dis- 
play ads. 

In the display set an easeled card lists 
the firm's six grades of cotton carpets, plus 
“Wunda Cushion,” the foam rubber under- | 
lay, and teatures a globe encircled by the | 
slogan. Each of the six smaller tent cards 
carries out the theme and presents one of the | 
major selling features of the carpets. | 

Suggestions for seven different floor and | 
window displays include instructions for set- 


J 


ting up a “Color Wheel Globe Display,” | 
promoting the firms tamous wheel of | DECORATIVE PLANT CORP. 
decorator colors, and a “Stars of Cotton | 
Carpet Display,” which carries out the | 136 WEST 24th STREET, NEW YORK me, WY. 
global layout theme with sales features let- WAtkins 4-4405 
tered on cardboard stars. | 
The merchandising package is available 
immediately to carpet dealers through the 
manutacturer. 
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BACKGROUNDS 


DISPLAYMEN everywhere prefer Hansen as their favorite tool for 
installing windows. This window in ART SCHACHTEL'S MEN SHOPS 
was dressed with distinctive paper tacked on walls and floor with 
Hansen one-hand Tacker. Saves TIME, STEPS, MATERIALS! 


With its rapid zip-zip action — driving slender two-pointed staples 
fast as you grip — its ability to stay on the job — its ready portability 
— its easy-to-service take-up jaw feature — Hansen 
is the preferred tool for putting in windows that attract REQUEST 
and sell. Install displays BETTER, FASTER with HANSEN. BOOKLET 


A. L. HANSEN MFG. CO. ;. 


5041 RAVENSWOOD AVE., CHICAGO 40, ILL. 














YOU CAN MASTER DISPLAY SPACE, 
TIME and DESIGN 


with 


DECA-POLES (Pat. Pending) 
In the NEW Fibreboard Module Deca-pole 
In the Unmatched Steel Deca-pole 


MODU-AIRES 


Interchangeable frames, panels, shelves and legs! 


SELF-PAK EXHIBITS 
In Special Designs just for Your Needs. 
No Storage problem, No time-consuming unpacking 
and re-packing. The Ideal Exhibit. 


Lithographed Displays . . . Individual Displays . . . Exhibits 
itinerant Units ... Motion Displays . . . Point of Purchase Units 


all products of 


ADVERTISERS DISPLAYS & EXHIBITS INC. 


2028-32 Washington Ave. Central 3170 St. Louis 3, Mo. 














FLASHERS 
® Since 1900 
Force Attention, Increase Advertising Value 


ELECTRIC COMPANY Motor 








Motorless 3055 RIVER ROAD RIVEK GRUVE, ILL. Driven 





COULTER'S CELEBRATES 
AN ANNIVERSARY 


[Continued from page 29] 


During the anniversary celebration recog- 
nition of Coulter’s linkage with Los Angeles 
community life came from many sources. The 
los Angeles Times presented a 14 by 21-inch 
original drawing by the paper’s famous 1l- 
lustrator Bruce Russell, illustrating a globe 
pinpointing Los Angeles, a guardian eagle, and 
over all a scroll reading “Coulter’s 75th An- 
niversary.’ In another window was a very 
valuable illuminated citation from the mayor's 
othee, praising Coulter’s for its contribution 
to the business life of the community. The 
City Council lkewise adopted and forwarded 
a resolution commending Coulter’s as “an 
effective instrument in the business life of 
the community, having established a high 
and enviable reputation.” 

Prior to the entire affair there was a 
buffet luncheon for all members of the organi- 
zation and other friends, replete with a 
multi-layer cake, corsages for long-time mem- 
bers of the staff, and a fashion show of the 
old and new styles — with many of the more 
durable but venerable dresses, that were later 
used in the windows, worn by professional 
models. Also unveiled here was the four- 
panel background, also later used in_ the 
windows, which depicted early fashions. These 
paintings on velvet were part of the store’s 
50th anniversary celebration effects and had 
been carefully preserved for the last 25 years. 

Since so much of this event revolved 
around the display department it is easy to 
understand why Display Director Cooke 
scheduled his vacation after the event's suc- 


cess was assured! Interestingly, three mem- 


bers of the store’s display staff have been to- 
gether for over 35 years — John Cooke, 
Walter Cooke, assistant display director, and 
Kd Tate. This length of association must 
certainly set some kind of a record. 


Translucent Panels 
For Display 

A widely accepted building material has 
been adapted for display use by the Southern 
California Gas Company, Los Angeles. Using 
corrugated “Plexolite’ building panels, a 
display alcove was created which made 
maximum use of the properties of the ma- 
terial. Unlimited lighting effects are possi- 
ble through the fact that “Plexolite” trans- 
mits only soft, diffused light. Made of glass 
fiber reinforced polyester resin, the panels 
are shatterproof, unbreakable, and can be 
used over and over again if desired. 

In the gas company display, the corru- 
gations gave a pleasing vertical rhythm. 
The panels are also available in flat sheets 
for other effects. Both types are sufficiently 
flexible to be curved. 

Color cards and complete information on 


the material can be obtained free of charge 


from the Plexolite Distributing Company, 
Inc., 4223 West Jefferson boulevard, Los 
Angeles 6, Calif. 


McCardle Honored 
On Retirement 

A party at the Stratfield hotel was given 
recently in honor of Lawrence McCardle, 
display manager of Kay’s, Inc., Bridgeport, 
Conn., who is retiring after 20 years with 
the company. 
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CHICAGO DISPLAYS 
[Continued from page 31] 


nine “Life Saver’ colors plus navy blue | 
and black with a nautical theme on board 
a ship before a background of the setting | 
sun in yellow-orange. A _ framework of | 
natural wood grouped three mannequins, one 
of which was centered on a high shelf sup- 
ported by a reproduction of the packaged 
candy. “Life Saver” motifs were attached | 
to the walls as portholes and were used to | 
bring color and design to the floor. Jars of | 
the candy interspersed throughout the corner 


indow added ce and the copy, “Yc | G 
aa ace ar Mag peal a | ) A\\3 RNRURN MANUFACTURING COMPANY : 






















































































live in and love,” climaxed the story. 


Navy with white, with red, with pink, Da 
with lime green, and with yellow was fea- (apa / 
tured in a nautical setting at Goldblatt “SFORD PA. 
Brothers. A sailor on a mast spotlighted RCOYERS ’ 
one of the mannequins with his telescope, 
and the mast also served for an accessory 
grouping. Red and white cording back of 
the glass roped off the deck of the ship set in 
the windows as if there were another deck 
below. “Nautical and nice” was the title 
J. Boghosse gave to the bank of five win- 
dows to describe the merchandise. 

Baskin’s big fashion window designated 
its new spring apparel as “Collector's items.” 
The high fashion quality of the merchandise 
was illustrated by a collection of butterflies 
mounted on natural wood squares that filled 
in four of the open spaces ot background 
screens made of natural wood module rods. 
Fred Rude is display director for the Baskin 



































stores. 





Rottenberger Joins 
Sidney Mullikin 

Donald Rottenberger has joined Sidney 
Mullikin Associates, Cincinnati advertising 
and point-of-sale firm, where he will spe- 
cialize at first on the new “Perrygraf” serv- 
ice recently added to the printing division 
of the organization; later he will assist 
John Carmichael, who now becomes mana- 
ger of the division. 














COMING UP! 
National Wildlife Week March 21-27 
National Boys Club Week — Mar. 29-April 4 
National Hobby Month April 1-30 
Conservation Week April 1-7 
National Packaging Week April 5-8 
Let’s Play Ball Week April 10-17 
Pan-American Day April 14 


gga Api 16-24 | NOSTALGIC! ... QUAINT! . .. WHIMSICAL! 


National Garden Week April 18-24 | COLLECTOR’ 
Boys and Girls Week April 24-May 1 | S ITEM 
National Baby Week April 25-May 1 | 
| ! 
aces teen has May 3 | AT THE PRICE OF AN ORDINARY PROP! 
National Family Week May 2-9 | I’m a displayman myself and needed several old-fashioned 
Be Kind To Animals Week May 2-8 WALL TELEPHONES for a promotion I had in mind...I went 
, ; looking. After a long search through many small towns in 
National Music Week May 2-8 | Texas, (and there are as many as there are steers!) I managed 
Mother’s Day May 9 to round up a limited quantity. Literally had to talk ’em off the 
: walls ... bought ’em while I had the chance .. . getting scarce 
National Cotton Week May 10-15 | as hen’s teeth. I'll let you dream up the endless display possi- 
National Luggage and Leather bilities . . . “Conversation Piece” ... “Party Line” ... “The 
Gaede Week M 15-22 | Whole Town’s Talking” ... While they last, you can have ’em 
oods ee ay lo- | at $22.50 each — 2 for $40.00—4 for $75.00 . . . shipped at once 


National Foot Health Week May 15-22 | by sae Being a “little guy,” I’d be tickled to have check 
National Buddy Poppy Week | May 20-30 ee eee 


Memesial. Day May 30 THINGS FROM TEXAS 


Dairy Month June 1-30 
Flag Bay June 14 P. O. BOX 6122 HOUSTON 6, TEXAS 























MARCH, 1954 





Gosling Wins Medal 


() Jim Gosling, who has done some out- 
“old-fashioned” 

presentations as display director of RK. H. 
White & ¢ O.. 


awarded by 


standing anniversary and 


Boston. VOPES the gold medal 
DISPLAY WORLD for the 
best entry received in the publication’s Inter- 
national Display Contest for the month of 
February 
settings for White's 
‘Old Fashioned Sale Days” and took as its 
central The 
complete 
grouping appeared, and the larger one shows 


This was a series of 


idea the old-time trolley car. 

small photograph shows how a 

a detaal 
Now in 


test once more 
over the world 


its fifth consecutive year, the con- 
entries from all 
Among the foreign countries 


is attracting 


which seem most certain to be well repre- 


sented this year is Germany 1n_ particular, 


possibly due to the fact that Herman Schlipp- 


acke, Westdeutsche 


top honors il) 


Kaufhof, Cologne. 
the event for 1953. 


Wor 


[he contest will continue until December 1. 
1954. It ditterent 


and service classifications. so 


provides 9&8 merchandise 
that any dis- 
divisions in 
entry is made 
by sending in a black and white photograph, 
unmounted, and preferably 8 by 


playman can find one or more 


which to enter his displays. 


10 inches in 
size, although smaller ones will be accepted 
(On the back of the photograph should be the 


—A series of “Old Fashioned Sale Days" dis- 

plays, pictured in part above, has been award- 

ed DISPLAY WORLD's gold medal for the best 

February entry in the magazine's International 

Display Contest. Jim Gosling is display di- 

rector for the store sponsoring the sale — 
R. H. White & Co., Boston— 
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address, and 
the classification number in which the entry 
is being made. It is not necessary to be a 
DISPLAY WORLD in order 
to compete, and any displayman in the world 
is eligible 


displayman's name, his. store, 


subscriber to 


In each of the 98 classifications, at the end 
of the contest, three medals will be awarded 
the gold one wall carry 


for the top displays; 
?, and the bronze 


with it 3 points, the silver 2, 

medal 1. The person whose entries win the 
highest number of points will be presented 
the sweepstakes award — a beautiful gold 
First prize winner will receive a 
similar plaque, second place will be presented 
with one of silver, and for third prize there 
is a bronze plaque. Thus there will be a 
total of 306 awards, including gold medals 
which will be presented for the best entry 
received during a current month while the 
contest is in effect. 

The purpose of the contest is to 
stimulate good display and to furnish some 
form of tangible reward for displaymen in all 
types of merchandising. That the contest is 
accomplishing its objective is indicated by 
numerous letters received from displaymen 
everywhere. 


plaque. 


whole 


Top prize winners last year, in addition to 
Schlipphacke as mentioned above, were: 

Harold McLaren, The Bon Marche, Seattle, 
gold plaque; Clement Kieffer, Jr., The Klein- 
Buffalo, silver plaque; and 
duplicate bronze plaques for a tie between 
Adolph Van Hollander, Gimbels, and Tom 
Comerford, Lit Brothers, both of Philadelphia. 


hans Company, 


Complete rules for the contest will be found 
elsewhere 1n this issue. 


Display Credit Association 
To Have Monthly Meetings 


In line with previously reported 
tions, the Display Credit Association, Inc., 
New York City, has 


regular monthly 


inten- 
begun a_ series of 
meetings for each of its 
respective groups. A meeting for jobbers 1s 
scheduled tor early in April, at the Brown- 
Princeton Club. On March 3 at a_ well- 
attended and spirited meeting of manutfac- 
turers. a committee was appointed to assist 
in the formation of the agenda for the fu- 
ture. It further unanimously agreed 
that at all ensuing sessions the agenda 1s to 
include a discussion of the specific accounts 
whose names appear on the delinquent list 


Was 


issued monthly by the association to its 
members. 

Among the which 
ratified the 
Park Fabrics Company, 

Company, Capital Merchandising 
Company, R. A. Ohlhorst, Nu-Art Displays, 
Gale Dorothea Mechanisms, Modern Multex 
(Corporation, Radiant Glass Fibers Company, 
Peg Board of New York, Frankel Associates, 
Inc., Bernard Schwartz & Co., Noel Mfg. 
Company, James A. Cole Company, Inc., 
Butler New York Paper Corporation, Stand- 
ard Cellulose & Novelty Company, Inc., 
Met-Wood Floral Mfrs. Inc., Creative Di1s- 
plays, Inc., Coronet Mtg. Company, Colum- 
bia Display Materials. Company, Zunino- 
Altman, Inc., Allyn Mfg. Company, Louts 
Schneider Corporation, and Kaytee Fabric 
& Ribbon Company. 

Maxwell A. Sturtz, executive director of 
the association, makes known that member- 
ship has doubled within the past three 
months. The increase, he says, 1s due spe- 
cifically to receipt of a substantial number 
of applications from manufacturers of 
papers, flowers, and fixtures, and the torma- 
tion of the new jobbers’ group within the 
association: more generally, the increase 1s 
ascribed to economic conditions throughout 
the country, particularly in the soft-goods 
fields. Any display firm desiring to attend 
a meeting of either group of the association 
may make reservations by communicating 
with the organization at 21 West 42nd street, 
New York City 36. 


Display Unit To Aid 
Sales Of Seeds 

Vegetable and flower seeds in packets of 
Northrup, King & Co., Minneapolis, will be 
exhibited in a bright new aluminum displayer 
this season. This unit will appear in grocery 
stores, super-markets, nurseries, drug, hard- 
ware, and other stores from coast to coast. 

The new aluminum displays made _ of 
Alcoa’s patterned sheet will require no 
painting and need not be returned each year 
for reconditioning. This will effect a con- 
siderable saving in freight and handling cost. 
Dealer requirements of floor space, vertical 
limits, mobility, ease of assembly, have all 
been taken into consideration in the creation 
of the unit. Customer requirements of se- 
lectability, height, and self-service are also 
incorporated. The display has six _ parts 
which are shipped wrapped and can_ be 
assembled easily. Other features include a 
large storage space in the back for refill stock, 
and large 2-inch wheels on pivot casters for 
easy moving. 


firms were present or 
proceedings 


Inc., 


since 
Lane 


which have 
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DEVELOPMENTS IN SAN FRANCISCO 
[Continued from page 23] 


also, in that things can be pinned to it with- 
out showing. All ot the 
covered with a black and 
fabric. 

A hand-carved head, a large 
ring in his mouth, stared out of one window 
and grasped a large piece of tie fabric, which 
fell gracefully down to the floor and was 
caught up again beneath a hat on a brass 
ladder. This ladder rested on hand-carved 
legs trom Italy. 

The versatile brass ladder and an English 
captain's chair were the highlights of a dis- 
play strictly for sports wear. 
horse motif was used, and growing split-leaf 
philodendron spilling about in abundance lent 
warmth. 

The corner window, which is of the open 
back type, spans an 
mately 30 feet. A flower bed in this corner 
is a permanent arrangement; flowers will be 
changed from time to time with the seasons. 

Mr. expects to replace the 
original front of the 
with another kind of tree better suited to this 
purpose. 

The opening display for the corner window 
featured an Italian table of black 
wrought iron and brass with a marble top. 

“It was a very nice window,” points out 
Pauloo. cut. This window has an 
egg-crate ceiling in contrast to the ceilings 
in the other which are louvered.” 

The store interior is done mostly in soft 
While asphalt tile is used 
in the main aisles, the men’s suit department 
has a rich burgundy carpet on the floor. 

The combination direct-indirect lights add 
to the impressiveness of the store. 

“... and this makes quite an impression on 
the customers,” commented 
grasped a light high our and 
pulled it down to counter level. “When some- 
one that tie blue or black?’ it en- 
ables the clerk to show the merchandise more 
perfectly.” There are six lights of this type, 
hung on chains with a pull cord. 

Most of the cases are built for self-service. 

“Selling is so much easier this way,” ex- 
plains Pauloo. “There is more contact be- 
tween the salesperson and the customer. Both 
are in front of the merchandise, which aids 
suggestive selling.” 


window floors are 


white upholstery 


lion's brass 


Here again the 


open area of approxi- 


Pauloo also 


Cypress trees in store 


aTTOW 


“(Clean 
windows, 


grays and blues. 


Pauloo, as he 


above heads 


SaVS ; | ~ 


Five Companies 
Sponsor Contest 


Five manutacturers have joined forces in | 


a nation-wide department store promotion, a 
“summer tun” window display contest offer- 
ing 30 prizes totaling $2,000. Participants 
are McKesson & Robbins, Ideal Toy Cor- 
poration, Sylvania Electric Products, 
David 1). Doniger & Co., Inc., and the 
Hamilton Metal Products Company. 

The awards will be made to display man- 
agers for the best windows installed between 
May and July in which the products of all 
five displayed. Entry is by 
photograph, and final judgment will take place 
July 10. Top prize is $750, with the others 
on a descending scale to $15 each for the last 
ten awards. Details may be had_ from 
Robert E. Kane, Ellington & Co., Inec., 535 
Fifth avenue, New York City 17. 


sponsors are 


| 
,. 
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Whitten s 


ellers 


The big names in retailing, stores with nation-wide reputations, employ Mitten’s Letters 
to put character into their sign and display work. Broadstreet’s, Fifth Avenue, is no excep- 
tion. Easy-to-read sales messages and signs such as the one shown in the illustration above 
are made with Mitten’s Letters. In addition, at stores such as Bullock’s, Robinson’s, Stern 
Brothers, Rich’s where outstanding displays are commonplace, you'll find Mitten’s Letters 
playing a featured role. Along Fifth Avenue B. Altman, Franklin Simon. Russek’s, Peck 
& Peck constantly use Mitten’s Display Letters. They use them with all kinds of displays. 
with every type of merchandise and in almost all store departments. Its with good reason 
that America’s better stores choose Mitten’s Letters. 

Mitten’s Letters are designed for flexibility. The fourteen letter styles are designed to 
work together in countless combinations, serving two purposes at all times: First. to decorate 
through their modern, yet classic beauty of line and form. Second. to emphasize a sales 
message by their clear, readable simplicity. 

Mitten’s Letters are adaptable for use on a variety of backgrounds from shimmering 
satin to the roughest concrete, depending on the effect you wish to achieve. Their depth 
of relief gives beauty and readability to the message. and by using side. direct or background 
illumination, dramatic effects are easily obtainable. Mitten’s Display Letters are less expen- 
sive than wood or plastic cut outs, are much more attractive and are ready for instant use. 


For complete information and prices, write for Broadside No. 27D 
Manufactured by 


Mitten's Display Letters, 2 West 46th St., New York City 19, or Redlands, Calif. 
Distributed by 


GARRISON-WAGNER COMPANY 


2018 WASHINGTON AVE. ST. LOUIS 3, MO. 











ANNIVERSARY DISPLAY CARDS 
Ready-to-letter cards up to 14°" x 22" 
Ready-to-use toppers 7'' and I!" 

New catalogue now ready 
Our 22nd year selling direct to stores 


DRAGON PRINTING WORKS 


P.O. BOX 443 CINCINNATI 1, OHIO 


FOR 


PAPIER 
MACHE 
FORMS 


W. H. WINDOW 
DISPLAY CO. 


119 Ave. D 
New York City 9? 
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Add the decorator's touch 
to YOUR display 


with the old fashioned 


ICE CREAM CHAIR 


Here’s a distinctive display prop to merge ONLY 


the charm of yesterday with the smart look $ 50 


of today. Sturdy, steel frame with all-weather 


seat. Chair is shipped unassembled 


back and legs easily attached with 8 ear- 


riage bolts (included). 


each 
unfinished 

knocked down 

Pkd.:2tocarton 


MATCHING TABLE ALSO AVAILABLE . . . please 


write for photos and prices. 


All merchandise shipped F.O.B,. factory 


e SMART FOR FASHIONS NATIONAL CHAIR COMPANY 


e NOVEL FOR HOME FURNISHINGS 


—and for countless other display uses 1151 S. Broadway, St. Louis, Mo. 











@ PROPS 

@ STORE INTERIORS 

e WINDOW BACKGROUNDS 
@ FURNITURE & FIXTURES 


» WINDOW FLOORS Are These Your Painting 


Problems ? 


Let POLKA DOT PAINT...the “Cadillac” of 
Finishes...Help You Solve Them!... 


Here is a SENSATIONAL MULTICOLOR SINGLE 
SPRAY Application that Gives Any Surface that 


; —~~* Look! 


USED WITH STANDARD SPRAY EQUIPMENT 


FOR SAMPLE SWATCHES DISPLAYS ORIGINAL 


AND COMPLETE INFORMA. 
TION WRITE: 1520 CHAMPA ST. e 


DENVER 2, COLO. 





S5NO BLOCK 


REAL/STIC SNOW TEXTURE 





PEDESTALS 
BACKGROUNDS 
CUT-OUTS 
ISLANDS 
STEPS 
ILLUMINATED 
BASES 


Are all simple yet effective 
with Frostee. See Your 
Display Jobber. 


Frostee Sno Co. 
Antioch, Il. 
“Blikkfang" 


_Torget 8, Oslo, Norway 








FASHION DOMINATES 
LOS ANGELES DISPLAY 


[Continued from page 35] 


cafe curtains to conceal the view of all but 
the gentlemen's shirts on the figures. The 
shirts demonstrated four types of neck in- 
terest, ranging from a closed collar with a 
string bow at the left, opened throat turned- 
up collar with a V-neck, a closed collar 
with a flower on the figure third from the 
left, and lastly with a plunging neckline and 
ascot with the striped shirt. There was a 
skyline sketch in chalk on the gray back- 
ground. The lettering “Barber Shop” was 
reversed on the window and asphalt tile 
squares in black and white were used for 
the floor. A polka dot shirt was pinned 
to a wire ice cream parlor chair in the 
foreground and beside the shirt were shav- 
ing creams and soaps. A _ shaving mug, 
brushes, and lotion were at the base of the 
key sign on the floor in the foreground. 

An unusual and highly interesting series of 
fashion windows at Ohrbach’s on Wilshire 
boulevard, by Display Director William F. 
Meissner and Assistant Don Elliott, con- 
sisted of a paper chain link cut-out in dusty 
pink and black. The merchandise was all in 
beige tones. Green lights washed the back- 
ground and the copy card reading “Coat 
and Suit Fashions with the Most Desirable 
Price Tags in Town .. .’ was black and 
white. 

A Valentine display at Ohrbach’s consisted 
of suspended heart mobiles (three hearts in 
one). Robes and negligees were in red and 
white. A scroll type copy card read “It’s 
a Love Match ... High Fashion at Low 
Prices,” in white lettering on red. The set- 
ting was given added warmth with pink 
overhead lighting. 

One of Barker Brothers’ most interesting 
recent display problems centered on Lenox 
china. William C. Lambert, director of 
display, and his staff solved it with a dra- 
matic twist of contrast. A pair of massive 
hand-carved antique Colonial doors of he- 
roic proportions in the background provided 
a highly satisfactory device to contrast with 
the delicate beauty of the different patterns 
of Lenox china. For the most part, much 
of the merchandise was arranged in the tore- 
ground. The doors were antiqued and rubbed 
with gold. <A _ tablecloth was gracefully 
draped from the top cornice. A _ curved 
mahogany hunt table served as a display 
prop, while a Sheffield coffee urn and cheese 
compote, and fine glassware rounded out 
the presentation. Blue and red_ spotlights 
from the sides and above were used. The 
floor was chartreuse and the walls navy. 

In closing, we should mention another 
small shadow-box window created by Stan- 
ley Thompson by covering a white screen 
with rice paper which enclosed the sides 
and back of the window. Pink lights were 
arranged behind this screen. Two pink 
angels, suspended from the ceiling, held a 
satin ribbon, flowers and maidenhair fern. 
The half mannequin in the lower left fore- 
ground held trousseau lingerie and acces- 
sories were grouped on the floor. Pink 
flocked hearts tied in this bridal promotion 
to St. Valentine’s Day. The card copy 
wrapped it up neatly: “Your Valentine 1s 
a May Company Bride.” 
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BLISS EXPANSION 
[Continued from page 40] 


Bliss Display has an international flavor. 
It would take a small atlas to find all the 
Kuropean, South American, and Asiatic 
countries from which Bliss craftsmen come. 

Bliss has designed stores in Brazil, Cuba, 
Argentina, and Venezuela. In 1952 he was 
appointed consultant to the Department of 
Commerce and in this capacity went to 
Turkey where he staged the American ex- 
hibits at the Izmir International Fair. 

When Bliss was asked how he survived 
for 25 years in an industry with too many 
business casualties he said, “Every good 
idea we ever had originated with our cus- 
tomers. We have tried to tackle every new 
problem with an open mind. We have re- 
spected store confidences. We have kept 
our word at all times to customers, suppliers, 
and employes. Our 25-year growth has kept 
pace with the growth of modern stores.” 


Barron-Anderson Contest 
Winners Are Announced 

Twenty-one winners are reported in the 
fall and winter outercoat window display 
contest sponsored by Barron-Anderson. Four 
won first prizes, $100; they are Albert Liber, 
Jordan Marsh Company, Boston; G. William 
Wilson, Jr., Rodes-Rapier Company, Louis- 
ville; Dan Kaplan, Rothschild’s, Kansas 
City, and Albert J. Coffey, Jr., Wolfson’s 
Sons Store, New Brunswick, N. J. 

Second prizes, $50 went to Larry Glick, 
Dunhill’s, Huntington, W. Va.: Marcus H. 
Smith, Kaufman Brothers, Charleston, W. 


Va., and Charles FE. Albright, Jacob Reed’s | 


Sons, Philadelphia. Third place and a 
Barron-Anderson topcoat went to Tom Novy, 
Wm. Hengerer Company, Buffalo; Henry 
Montefusco, R. J. Macartney Company, Law- 
rence, Mass.; Dick Schmidt, Strous & 
Brothers, Evansville, and Elmer A. Kipp- 
horn, Watt & Shand, Inc., Lancaster, Pa. 
Fourth place winners received tartan robes 
and carrying cases. They were Harry W. 
Nelson, E. & W. Clothing House, Rockford, 


Ill.; David F. Gould, Gould’s Men’s Shop, 


(Clinton, Mass.; William Bailey, J. S. Hall’s 
Sons, Knoxville; Norman LaRouche, Holmes 
& Nelson, Inc., Franklin, N. H.: Peter 
paldino, Jas. T. Mullin & Sons, Inc., Wil- 


mington; J. J. Zettle, M. O'Neil Company, 


Akron; Robert A. Van Auken. Savard & 
Colburn, Albany; Thomas A. Mercier. The 


Star. Norwich, Conn.;: William D. Horton, 


The System Company, Brockton, Mass., and 
Maurice S. Swander, Younker Brothers, Inc.. 
Des Moines, lowa. 


Fort Wayne Store 
Appoints Helfrich 

Leonard Helfrich has replaced Howard 
Boderhorn, resigned, as display manager for 
Hutner’s Paris Specialty Shop, Fort Wayne. 
He had been with an Evansville firm. 


Display Foursome 
Visiting Europe 

Two display factors and their wives left 
on February 27 for several weeks in France, 
England, and Italy. They are George Sil- 
vestri, Silvestri Art Mfg. Company, Chicago, 
and Mrs. Silvestri, and Herb Hill, the com- 
pany’s Dallas representative, and Mrs. Hill. 
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_do a better job of mer- 
_chandising. It provides 





“SIGNFRESS” 


SHOW CARD AND POSTER MACHINE 


Feat?! SPEED----SIMPLICITY 
LOW OPERATING COST----LONG LIFE 


Used for over eighteen years by leading national chains. 


MORE PROFIT Many have from 50 to 500 or more in use. 
ib it’s Easy ; Bai 
TO YOU! «| |e Ss leer 
BOABCLOTH : Gi fe ae 

a ec Old Fashioned e. : 


SHIRTS || CHOCOLA 
The “SIGNPRESS” en- mare Naren 
ables store managers to : 25 


i 


























a simple, convenient 
means for producing 


GOOD LOOKING Cards 1 . 
| & Posters QUICKLY and “ BEDSPREADS ” 95 
at SMALL COST. OME nd 





MADE IN THREE SIZES . . . WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 


DISPLAY EQUIPMENT CO. 


BOX C-144 ADRIAN, MICH. 








AMERICA’S No. 1 EASTER CELEBRITY 
SR 42s “THE” EASTER BUNNY 
IN PERSON 


He's New... Hes Clever 


He can wave one huge floppy ear at the crowd 


HE'S OUR NEW 1954 MODEL of our old friend 
"THE" Easter Bunny that over 500 leading depart- 
ment stores have been thrilling the children with 
annually. He arrives by train, plane, or even by 
boat, and usually stays at the store several weeks 
to interview the children. (You see, there's a girl 
inside this clever Bunny.) 

Costume complete: $120.00. Consists of large 
head, hand paws and feet paws of fluffy, silken 
white fur, jacket of pink slipper satin trimmed with 
large purple velour, daisy trimmed buttons, and 
purple velour trousers complete with gold cinch 
belt and fluffy tail. 

THE HEAD MASK is the lightest available, and 
has many improvements for the comfort of the 
wearer, such as neck pads, more ventilation through 
the ears, and more comfortable adjustable harness. 


Order directly from factory 


GERTRUDE CORNELL, 140 W. 42nd St., New York City 


Factory: Blairstown, N. J. 














BATTERY-OPERATEC 
ERTV MOTION DEVICES 
for UNLIMITED ANIMATION! 


REQUIRES NO ELECTRICITY—Run day and 

night continuously for 5 to 8 weeks on 2 

ordinary 10¢ flashlight batteries! Carry up to 
7 Ib. load, 5 R. P.M. 

“SEELA” (ceiling turner) 

dia. 54%" Can be hooked 

easily to ceiling. Sample 


unit: $8. 75 P.P. 


“TURNETTE” 
(turntable) 
dia. 74” 

Sample unit: 


“TURNAM” (motor) 
Versatile! Ideal for use 
on most any type of 
animation. Sample unit: 


$3.40 ?.?. 





Newest of All! Amazing! 
BATTERY — MOVED Pre- 
cision CLOCK MOVE- 
MENTS. Run 500 to 800 

* days on 2 ordinary 10¢ flash- 
light batteries! Sample 
incl. hands 


‘  aataeemmmeanaetle batteries: $8. 75 P.P. 


HERTVYc0.NC Gnas 


Visit our booth No. 4M at the POPAI show 
Statler Hotel, New York City, March 30-April | 














ae specialties 


Developed and Produced 
in Quantity 


Send sketch or description fo 


Keedcra/t Manufacturing Co. 


WULUY Pp. . Box 58 = RUGBY STATION 
Wk BROOKLYN 3. N. Y. 
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(Continued from page 20) 


50 great was his interest in retailing that at 
2l he took a job as general store handyman, 
janitor, and relief clerk --an 84-hour week, 
with no salary for the first three months. 

It was with this store in 1877 that he 
conceived the idea of having a counter holding 
only merchandise selling for five cents. Seeing 
its success, he decided to open a store of his 
own on the same basis. The store failed within 
three months because of its bad location, but 
Woolworth immediately opened another which 
Succeeded -=- and on the first day of its operation 
announced plans for still others. 

Much of Woolworth's success came about from 
his firm conviction that to sell more merchandise 
it should be removed from boxes under the counter 
and from shelves along the wall and put out where 
customers could see it at close range, handle it, 
and make up their minds about its worth. "This 
radical departure from the customary manner of 
displaying goods was the greatest innovation of 
all," a contemporary and partner once wrote of 
hHhiMecece 

Earlier in this column we were thinking in 
terms of 1975, but we still have the problems of 
1954 to contend with. Some rather trenchant 
remarks along that line were made by Helen 
Valentine, editor of Charm magaZine, during the 
convention of the National Retail Dry Goods 
Association: "I wonder how many stores are 
operating today pretty much as they did ten years 
ago? How many have recognized that new living 
patterns are a selling weapon, and have adapted 
their advertising approach accordingly? Have they 
re-examined their promotional plans? Do their 
stocks reflect their customers' needs? Are their 
displays helping customers help themselves 
through self-selection --I1'm not saying self- 
service. Are their departments conveniently 
located to meet the needs of today's busy public? 
Are their store hours synchronized with the time 
their local customers want to shop? Do they 
realize that today there are just two important 
factors that make us buy ready-to-wear? One is 
fashion, still the greatest bait of all, and the 
other is our way of life. And both, today, 
are casual."... 

Cordially yours, 


ee seo 
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NADI News 


By JOHN F. BOWMAN, Managing Director, 
National Association of Display Industries 


June Market Week: Announcement 
of this went to members of the Na- 
tional Association of Display Industries last 
week, 
exhibit 


1954 
event 


In addition to the usual data covering 
Hotel New Yorker and 
Manhattan Center, two special projects were 
announced. One is the combined presenta- 
the NADI the National Retail 
Drv Goods Association that 1s scheduled tor 
June 18 at the Hotel Statler. Plans call for 
coverage ot problems in the display 
held in a way that will be helptul to every- 


areas in the 


tion of and 


basic 


one dealing with merchandise presentation. 
The other project is a one-day tour of subur 
ban stores in the New York City area, open 
to display personnel and store owners 
Smaller Store Clinics: Attendance at 
event on February 10 was 


the 


(Chicago over 


300, (;eneral comments were tavorable. 


the program 
Based ona theme ot selt-selection 


particular remarks on 


planning. 


with 


methods and procedures the clinic covered 


personnel training, fixtures, case his- 


signs, 
tories of self-selection departments, packag- 


ing, and customer relations. Each speaker 
kept primarily to the requirements of selling 
in the talk. Just 


type of store except food outlets was repre- 


area ot his about every 


sented in the audience. The panel discus- 
sion which closed the day was the most 1n- 
tensive part of the program, with subjects 


ranging trom cost of fixtures to merchandise 
control. 

Next this series will be at the 
University of Michigan on April 20-21. Co- 
sponsors will be the NADI and the Michigan 
Retailers Association. Program planned 
will be a two-day affair with topics on the 


event in 


first day devoted to self-selection planning 
to cover signing the store, fixtures with 
adaptability trends in the retail 
picture, advertising coordination, store mod- 
ernization, and trathe pattern development. 
Participating on the program will be W. L. 
Stensgaard, head of the firm of 
that name, ‘Robert G. Seymour of the 
University of Illinois, John Sills, Art Prod 
ucts Company, Detroit, and tour other 
speakers whose names will be announced 
later. 

Business Reports: With trips tor tall sell- 
ing scheduled for the vicinity ot April, most 
spring and Easter business is in or probably 
on the way. From with 
men and owner members of NADI firms the 
picture for the period up to June 1 
to be slightly down from expected results. 
Most members stayed with established ac- 
counts and found that much 
was spent by stores for two separate display 
treatments — general spring and _— special 
Kaster—as had anticipated. Special 
displays for Valentine’s Day, etc., did not 
come up to expectations, either. With prices 
down trom 


general 


(Chicago 


discussions sales- 


seems 


not as money 


been 


for display units the same or 
1953, this situation can mean a bigger push 
in the last the with 
whatever accumulated budget is held. Most 
stores concentrated on inventory reductions 
in both January and February which meant, 


six months by stores 
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right or 
but no shot in 
departments. 
Future Business: [isplay directors in the 
middle West and East feel that they will 
spend more money tor fall and, particularly, 
Christmas this 
that retailers 
promote store 
store traffic. Plans already under discussion 
indicate that the 
units for interiors 
And 
percentage ot departments. ( ommunity pro 
jects tor promotion through street and other 
outdoor 


wrong, a lot ot advertising money 


the arm tor the display 


teeling 1S 
funds t 


build 


year. General 


will loosen up with 


prestige and to more 
mechanical 
push this 
in a 


trend towards 


will get a big 


vear. these will be used greater 


decorations will also be a 
held in 1954 at the Christmas season. 

New Members: [uring the month 
the applications for membership from Dec 


bigger 


past 


orative Creation & Art Flower Company, 
ot New York City, and Goldsmith & Sons, 
also of New York City, have been approved 
by the board of directors of the NADI. 


Pending application tor 


M. Savtord Com 


processing 1S) an 


membership from Krank 


pany, of New York City. Also im process 
of reinstatement is a request from James 
\. Cole Company, of the same city. 
General Items: A _ cross-indexed listing 
ot display products in booklet form will be 
part of the data included in the June Market 
Week directory. Subsequently, a similar 
listing of products and suppliers in the in 


dustry will be attempted with special sec 
tions tor types and areas. Distributors will 
be carried, together with the display 


The 


idea will be kept up to date with revisions 


prod- 
ucts and services they maintain. basic 


every year or, possibly, six months. 


Advertising Display Center 
Opened In New York 
The new Advertising Display 


Park avenue, New York City, officially opened 
its doors on February 25 with a gala cham- 
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pagne party for the press Krederic Kk 
Gamble, president of the American Associa- 
tion of Advertising Agencies, and Charlie 


Green, managing director of the Advertising 
Club of New York, did the honors and cut 
the tape. 

The need for the Center has already been 
dramatically demonstrated. All available paid 
space was sold out within ten days, 
the staff to take an the 
building. More space will be forthcoming 
during the year. More than 200 display 
suppliers have already offered to exhibit their 
materials on the free editorial floor. About 
100 have been accepted, and are represented 
at present. 


forcing 


option on entire 


Plastic Fixtures Shown 

In New Thall Catalogue 
Thall Plastic Engineering Company, 

(hambers street, New York City, 


that a new catalogue of 


155 
ahnounces 
plastic display fix- 
tures is now ready tor distribution. Included 


are forms and fixtures for all purposes. 


FOR 


Effective 


SPOTLIGHTING 
INTERIOR DISPLAYS 
OR WINDOWS 












Small enough for cases. 
Big enough for windows. 
Ideal for short range 
white or color lighting 
from 12’ spot to 36’ 
spread at 3 feet. Hood 
measures only 414'y 
3x24", Very light 
weight. Fresnel lens, 
polished mirror, univer- 

sal mounting bracket, 

cord and plug. Three 
gelatin colors and hold- 
er. Beautifully finished. 


Only $9.45, less bulb. 


Fine 4\’’ Fresnel lens, 
reflector, cord and plug. 
Universal mounting 
bracket. Three gelatin 
colors and holder. 400- 
watt model $10.75, less 
bulb. 1000-watt model 
$14.50, less bulb. 


Automatic color chang- 
ing wheels also avail- 
able. 















BEST AUTOMATIC COLOR CHANGER 


No. 155 
for G.E. R-40 Spot Lamps. 








Motor driven color 


wheel and universal 


mounting bracket. 


Only $22.50. less bulb. 


Write fer free literature 


THE BEST DEVICES CO.,INC. 


‘ten emaes ROAD CLEVELAND, OHIO 





Thall is now manutacturing more than 500 
items, and plans to add at least 200 
by the end of the Sam Rosenthal, 
sales manager, states that the firm has a free 
consultation and 
and many 


more 
Vear.r. 


department 
with 


specificat 1 1 


assists customers their in 


dividual requirements for made 


plastic units 


plas” sheets, 


especially 
The firm also supplied “Plexi 
rods, and tubing. 


Schenas Now With 
Grace Letter 

Dick Schena, formerly with 
brooklyn, and Mrs. Schena have joined Grace 


Staples-Smith, 


Letter Company, New York City Schena 
will serve as sales manager for the firm. which 
has exclusive distribution in the United 
States for “Graforel”’ display letters 










































































































































































































































































































SURULL-TtA 


The perfect answer to 
give your display signs that 


EXTRA TOUCH.... 


SCROLL-TEX has 
fect surface for brush, pen 
lettering and 


a per- 


or machine 


comes in a wide selection 


of colors too! 


Write TODAY for 
ples and prices of the 
original and only SCROLL- 
TEX. 


som- 


welcomed 


P. S. 


on our 


Inquiries 
many other na- 
tionally used sign 


and card board. 





papers 


W. C. HURLOCK Inc. 





Display Materials « Artist Supplies 

‘3. 8 Card Board and Paper Specialties 
123 E. BALTIMORE AVE. 
LANSDOWNE, PA. 














COLORAMA 


The New Automatic Color Spot 
For Dramatic Display Lighting 


FEATURES: 
@ New unbreakable color whee! 
@ Die cast aluminum housing 
@ Front surface unbreakable reflector 
@ Heavy duty 9 ft. cord with on-off switch 
@ Six automatic color changes every 50 
seconds 
AVAILABLE IN TWO MODELS: 
N-104—500 Watt—Convection cooled 
N-105—750-1000 Watt—With twin blowers 


For complete details on the COLORAMA and 
other lighting equipment, write us today! 


NAREN INDUSTRIES, INC. 


2649 N. Sheffield Ave., Chicago 14, Ill. 








After tour months I am back on the job 
at RCA. Really had quite a tough time 
with my siege of heart attacks in Chicago 
last September, but now I am back on the 
job teeling better than I have in years. I 
will try to take a little better care of myself. 

During my entire vacation away from 
work you may be sure that I read with great 
interest DISPLAY WORLD every month 
and still find it a stimulating, exciting, edu- 
cational, intormational publication and hope 
that you and Mr. Silverblatt and all the rest 
of your organization will continue to be so 
intensely interested in point-of-sale that you 
will continue to do the wonderfully out- 
standing job that you are doing at the pres- 
ent time for display people — but most of 
all for distribution ot merchandise at the 
consumer level. Congratulations on the good 
job that you are doing, and thanks again 
sincerely tor your interest while I was 
forced to be away from my job.—Carl V. 
Haecker, merchandising display manager, 
Radio Corporation of America, Camden, 
New Jersey. 

May | take this oportunity to thank you 
in behalf of the company and myself for the 
privilege of winning gold, silver, and bronze 
medals in the 1953 International Display 
Contest. It was really a very pleasant sur- 
prise and | know the officials of the com- 
pany were as happy about it as I, and so 
expressed themselves. 

May I say you are doing the display pro- 
fession a great service with this contest by 
making us one and all strive harder to pro- 
duce better displays. It is to the advantage 
of management also in that the itself 
shares in the honor and receives better dis 


store 


plays for its money. 

The best of health to you and continued 
success 1n your fine magazine in its effort to 
serve the display profession.—QOtto H. Pear- 
sall, Pennsylvania Power Company, New 
Castle, Pa. 

| have recently received a copy of Dynamic 
Display, which is really a remarkable book 
which every displayman should own. It 1s 
extremely helpful to the beginner, lke my- 
self, dealing with aspect of display. 
A really worthwhile publication which I have 
needed for a long time. 

| thoroughly enjoy DISPLAY WORLD 
but personally I would like to see more dis- 
plays tor the smaller stores which can not 
afford elaborate display. A few more dis- 
plays on the smaller articles such as hand- 
kerchiefs, handbags, gloves, scarfs, cosmetics, 
stockings, millinery, etc., would be 
much appreciated. There are usually too 
many displays dealing with the latest fash- 
ions or ladies’ coats and dresses. A more 
varied collection of displays would satisfy 
more displaymen’s needs who are not neces- 
sarily connected with fashion goods . An- 
other thing I would like to see changed 1s 
the manner in which the displays illustrated 
are explained in the accompanying article 


every 


shoes, 


possibly see more displays from 
countries such as Great Britain, 
South Africa, Australia, etc. We seldom see 
any from these places. Is this because few 
are received from such places or because the 
standard of display is not high enough ?. 

W. F. Watt, Fort Victoria, Southern Rhodesia. 


(ould we 
Overseas 


Coming home trom Berlin, I found your 
information that my entries won the grand 
prize. the gold plaque, in your International 
Display Contest for 1953. You do not know 
how glad you made me and the manage- 
ment of our firm. Frankly speaking, I did 
not think of that this year. Many thanks 
for your information and congratulations. 
—Hermann  Schlipphacke, Westdeutsche 
Kauthotf, Cologne, Germany. 
pleasantly surprised when I re- 
ceived your letter about the silver medal 
award. Needless to say, the store and 
my own family are very pleased with the 
honor One of my biggest thrills was 
to have the cover of DISPLAY WORLD 
in 1938 or 1939. After all these years, it 
gives me added pleasure to accept this 
award.—Fred Wassall, Walker Brothers, 
Wichita, Kansas. 


I Was 


[ have found DISPLAY WORLD ex- 
tremely interesting and valuable. You are 
doing a great job for the industry. I should 
also add that Frank Bernard’s book “Dy- 
namic Display” is a wonderful addition to 
any displayman’s library—Edward Saraiva, 
Saraiva Display Service, Fall River, Mass. 

A quick glance at the winners’ names, 
store names, and locations in your Inter- 
national Display Contest indicates that this 
annual event has now built up to the big- 
gest and most far-reaching event in the 
display profession. That it has attracted 
the largest and finest type well 
as the top names in the display field 1s 
proot that the prestige received in _ this 
competition is of much importance to these 
stores. Frankly, I was amazed to read of 
my own awards and just as pleased and 
enthused as when I won the first medal at 
the Buffalo display convention a long, long 
(I hardly dare check the year!) 

I also would like to say that these fel- 
lows on the other side of the world are 
doing some really outstanding work with a 
technique the local boys could do well in 
studying and the fact that Schlipphacke 
swept the field should cause every good 
displayman to reappraise his work and 
style so as to regain the leadership in 
display this country has enjoyed for years. 
— Edward E. O'Donnell, Binghampton, 
New Y ork. 


Stores as 


time ago. 


the 1953 contest judges for the honors given 
our displays. It is a wonderful boost to 
morale to receive such recognition. Shop- 
pers might mention to clerks that they are 
impressed by displays, but it is very seldom 
that we in the display department hear 
any comment from either public or man- 
agement — except when we pull a boner. 
It is indeed gratifying to know that our 
work is sometimes pretty good.—Tom Wat- 
kins. Ellis, Stone & Co., Durham, N. C. 
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Display Key-Notes 
New Sachs Store 

The skillful integration of merchandise 
and display makes a traffic-getting entity of 
the new seven-story branch of Sachs Quali- 
ty Stores, 166th street and Jamaica avenue, 
Jamaica, N. Y. Planned and executed by 
Gene Tarnawa, Design and Display, Inc., 
New York City, the display concept fuses an 
imaginative color palette with a flexible 
system of portable backdrops. 

Designed to promote a cheerful, informal 
atmosphere leading to greater sales, the plan 
is completely flexible. The room dividers 
are secured by “Deca Poles,” rubber-tipped 
sO as not to mar the floors, and portable so 
that the panels may be changed to suit 
varying inventory, display, and promotional 
requirements. 

Sachs Quality, primarily specializing in 
furniture, had a peculiar problem with the 
Jamaica branch. Housed in_ what 
formerly part of the retail 
tion, the new Sachs store could become a 
reality only after Spear’s merchandise had 
been moved off the premises. According to 
an agreement, indication of the new 
could not be until this 
was completed. 

\ meticulous, plan 
drawn up with blueprints providing for every 
detail. Space was individually allotted for 
every piece ot furniture, both on the floor 
and in 
out and time sequences carefully planned. 
Through the ingenious use of materials at 


Was 


Spear s opera- 


Sachs 


store given move 


step-by-step Was 


stock; color schemes were mapped 


hand, and with an amazingly small working 
budget, the new store was ready for business 
in only 30 days. 

very effort was made to create back- 
grounds sympathetic to the merchandise at 
hand: six, eight, or even ten colors are used 
on a floor, and dividers of plastics, louvered 
screen, bamboo, plastic cord, and net cur- 
taining create 
instead of the 
groupings, or 


decorator vistas 

usual unrelated box-like 
rigid model The 
stairwells are a particularly interesting in- 
novation. Gaily painted, with each wall a 
different color, they make it easy for sales- 
people to suggest that other merchandise is 
a pleasant floor up” or “one floor 
down,” and thereby ease the strain on the 
store's single elevator. 

As the prospective customer enters the 
main floor she is greeted by a dramatic home 
furnishings fashion platform shaped like a 
free-form “X” with an inverted tabric cone 
hanging from the mezzanine over its focal 
point. The “X” is built on two levels and 
serves to display tasteful modern appoint- 
ments. Four George Nelson “Bubble” lamps 
provide an attractive source of decorative 
illumination. 

A similarly dramatic approach to furniture 
display is carried out on other floors. The 
two top floors, for instance, are devoted to 
bedding and bedroom suites. Both tradi- 
tional and contemporary styles are repre- 
sented against divider backgrounds oft 
variously textured materials. Pale pink, 
blue, and lavender walls are used to flatter 
some of the wood tenes, while the maple 
furniture is complemented by a bright shade 
of turquoise. Propping is at a_ discreet 
minimum, and patterned fabric panels are 
used instead of pictures on the walls. 


appealing 


rooms. 


7 me 


MARCH, 1954 





ITEM 


OF THE 


MONTH 


r 


pp. Pitaa 
(«ne k / afi 
L4¢ 














\ 
\X\ 
\ 
\ 


AW 
me \ 
\\\\ \ \\ 
\\ \ \\\ 
I \\ 


WAAAY 
\\\\ \\ \\ \ 
AAA\\\ 
\\\\ 
AY 


\ \ , 
\\ 
\N" 


\ 


\\ 
\\\ 


A\\\ 


BALLS No. 


$10.95 a dozen 


2"" diameter, removable clip balls, 
all hardwood construction with strong 
spring-clip inside slot, fit standard 
7ao'' glass. Can also be used on 
thinner glass and '4"" plywood. Screw 
eyes on top and bottom for attach- 
ing chain. 

Solid brass chain available — I5c 
a foot. 


WATCH FOR US NEXT MONTH 








The tourth floor, the only floor using only 
one wall given over entirely to 
upholstered furniture. Here all the walls 
are ot a muted El Greco green and the di- 
viders of honeycomb paper in neutral shades 
so as not to detract and 
color of the tabrics. 

The “Floor tor Young Moderns” — which 
displays modern furniture of superior de- 
sign for bedroom, living, and dining rooms 
—is done in clear, soft grays, greens, and 
blues. A curved divider, staked by 
“Deca Poles,” delineates a living room set- 
ting. A T-bar arranzement of space dividers 
set into bedroom and dining room 
creates the effect of a kind of “living in the 
round” that is certain to attract the cus- 
tomer’s attention. 

Appliances and television sets, as well as 
housewares, radios, and children’s furniture 
are all treated with this colorful, flexible 
display conception. 


Cf yh iT, is 


from the texture 


room 


vistas. 


Crochet Week Contest 
Winners Made Known 

The tollowing winners in the department 
store classification have been announced by 
the National Needlecraft Bureau, New York 
City, in connection with the display contest 
sponsored by the organization for National 
Crochet Week. Although similar 
were made in two other groups chain 
stores and independents — these results were 
not made known at press time: 

First, $250, Thomas J. Meyer, Fandel’s, 
St. Cloud, Minn.; second, $100, Jim Brother, 
Roberts Brothers, Portland, ()re.; third, $50, 
L. R. Burt, H. Choate & Co., Winona, Minn. ; 
honorable mentions, $10, Frank P. Wertz, 
Everybody’s Department Store, Fort Worth; 
Robert E. Inabnit, Ditmanson Company, 
Ladysmith, Wis.; Ernest L. Rayner, Wiley’s, 
Inc., Hutchinson, Kan.: C. E. Batchelor, 
Newman's, Enid, Okla.; Eric Wucherer, 
Snellenburg’s, Philadelphia. 


awards 





For Your 


SUMMER DISPLAYS 


e GRASS MATS—36" x 72" 

e FISHNET—72" 

e SURF CLOTH—54" 

e SKY CLOTH—54" 

e COTTON ROPES—'/2" and 1” 
e FIBER MATTINGS—50" 


Park Lane Fabrics Co., Inc. 


45 E. 30th St. New York City 16 








SHOW CASES — WALL CASES 
FOR EVERY LINE OF BUSINESS 
Write for Circular 


REINERMANN FIXTURE COMPANY 
343-345 W. 4th Street, Cincinnati 2, Ohio 














EXQUISITE SMALL FLOWERS 


For Show Case and Interior Trims 
Produce display effects impossible with regular 
lines of display flowers. Unsurpassed beauty. 

Tremendous Varieties in Stock 


MILTON S. AHRENS, INC. 


Importers — Mfgs. — Exporters 
56 W. 36th STREET NEW YORE 18, N. Y. 








USE THE 


OPPORTUNITY 
EXCHANGE 


Por any WANT AD purpose: 


POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 
2 
$4.00 Per Column Inch— CASH WITH ORDER 














* New Manual 
shows you 
how-to-do-it 





208 pages 
7%" x 10%" 
illustrated 
throughout 


$8.50 


The Handbook of 
WINDOW DISPLAY 


By NESTOR CASTRO 





Step-by-step instructions and detailed dia- 
grams clearly explain the techniques of suc- 
cessful display. Here is specific information 
on how to make backgrounds and props; 
how to use perspective and scale drawings; 
131 methods of pinning garments for dis- 
play; color harmony; lighting effects; how 
to make wire forms and paper sculpture; 
window dressing; display lettering; and many 
more practical tips. Ideal for smaller stores. 


Order TODAY. 


ro-===Send NO Money—Mail FREE Trial Coupon----- - 
ARCHITECTURAL BOOK PUBLISHING CO. 
Dept. DW, 112 W. 46th St., New York 36, N. Y. 


Please ship me Castro's HANDBOOK OF WINDOW 
DISPLAY for 10 days FREE examination. If con 
vinced that this practical book will be worth many 
times its price in my work, | will keep it and remit 
only $8.50 plus postage. Otherwise, I will simply re- 
turn book and owe nothing. 


Name 


Address 





City. 


SAVE MORE! Enclose only $8.50 now and we pay 
postage. In N. Y. C. add 3% sales tax. Immediate 
refund if you return book. 


nt _ State 


ABCDEFBHI, 
abede 


HERNARD's Style of the Month: Gothic Condensed. 
One of 23 new styles of 3-D Display Letters. 
Sizes from %"' to 6"' stocked for immediate 
shipment. Also letters, trademarks. logos to 
specifications FREE —samples and catalog. 

HERNARD MFG. CO., INC. 
923D Old Nepperhan Ave. Yonkers, N. Y. 











PLEASE MENTION DISPLAY WORLD e 
WHEN WRITING ADVERTISERS e 





| Distributors’ Convention 


Held By Korrect-Way 


Authorized distributors from all parts of 
the United States attended a three-day sales 
convention held by Korrect-Way Division, 
American Fixture & Mfg. Company, St. 
Louis at the Melbourne hotel February 11-14. 
Alvin Mendle, president, and M. D. Mendle, 
chairman of the board, opened the meeting 
with welcoming addresses. The distributors 
were given a preview of the products and 
plans projected by Korrect-Way for the June 
show of the National Association of Display 
Industries in New York City, and tor the 
rest of the year; Harry Yedor, sales mana- 
ger, made the presentation. The entire sales 
staff, including advertising and design, par- 
ticipated in the meetings 

Sessions were held trom 8:45 until 6 p.m. 
each day, with cocktails and dinner served 
to the guests each evening, while on Feb- 
ruary 13 a cocktail party and_ reception 
served to introduce key factory personnel 
and supervisory emploves to the distributor 
group. \t the meeting the distributors 
were shown new lines of wood and metal 
fixtures, groups of mannequins, and 
new advertising and promotional plans. A 
complete new line ot high-fashion standard 
forms tor women’s, children’s, and 
merchandise presented tor the 
time, introduction to the trade 
uled within the next tew weeks. Featured is 


new 


men's 
tirst 
sched- 


was 
with 


—Directly below, a general view of those at- 
tending the meetings . . . Center, Louis Brock- 
miller, Mrs. Brockmiller, Mrs. Harry Yedor, 
Harry Yedor, Vern Zeller Below, at the 
speakers’ table, left to right, Mrs. Yedor, 


— 


Harry Yedor, Vern Zeller, Walter Wood— 


an advanced new type of color finish tor 
papier mache that is extremely durable and 
washable. 

Korrect-Way now claims to have the only 
organized distributor group in the 
industry, with well over 100 salespeople who 
are display equipment specialists. Each dis- 
tributor 
and pledged its 


sales 


organization expressed its desire, 
cooperation, to give the 
finest service and personal attention to 
customers in its territory. The distributor 
sales organizations which were represented 
at the convention were as follows: 

The Art Products Company, Detroit; Eddie 
Allan, Tampa; Baltimore Display Industries, 
,altimore: Roderick S. Clancy, Portland, 
Ore.;: Art R. Cohen Company, Pittsburgh; 
Samuel C. Dutch & Son, Buffalo; Eastern 
Displays, Inc., Boston; General Display Cor- 
poration, Cincinnati; Hecht Fixture Com- 
pany, Chicago. 

L. E. Hier Display Equipment Company, 
Minneapolis; Kehoe Display Fixture Com- 
pany, San Francisco; Walter W. Martin, 
Denver: Midwest Display Equipment Corpo- 
ration, St. Louis; National Equipment Cor- 
poration, Kansas City; Naythons Display 
Fixture Company, Philadelphia; Jay Dits- 
plays, San Diego, Calif.; Melvin S. Roos & 
Co., Atlanta; Leonard W. Stark, Dallas; 
Wray Williams Display Company, New 
Orleans and Memphis. 


New Showroom 
Opened By Tero 

Tero, Inc., 345 West Broadway, New 
York City, has opened a new showroom 1n 
the mid-town area at 203 West street, 
where the line of and 


33rd 
firm's mannequins 
forms 1s on view. 
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NEW YORK DISPLAYS 
[Continued from page 27] 


by chance”; her companion in a tan skirt 
with antique brown leather belt, beige 
sweater and long knit socks, contributed 
this information “ that new gadget 
they say it cuts strokes off your game... ; 
holding a paper-wrapped antique, the lady 
in the red suit said “. . . auctions are my 
weakness, I confess ... ;” completing the 
story, “. . . They made me club treasurer 
and you know I can't even add.” The con- 
spicuously placed headline for this cast an- 
nounced “Living on the Land .. . that’s 
the life we love.” 

Fabrics were given a very complete and 
interesting coverage by Display Director 
Louis Viella in the Fifth avenue bank of 
windows at B. Altman’s. In this presentatten 
of fashions — by the yard for everyone 
who sews, or it may be added who has 
sewing done — each member of a family 
group was represented, including “for the 
career girl who wants high tashions on a 
small budget.” 

For this set, gray-green filing cabinets, 
desk, and typewriter created the selling 
setting and served as a bland foil for the 
colorful cottons in paisley, polka dot, striped 
denim — butcher linen, ginghams, and cham- 
brays. The art work on the black framed 
fashion panel was done in rose, pink, and 
black on white. To the right, a dressmaker’s 
dummy showed pins, tape, yardstick, and 
draped fabric to promote the do-it-yourself 
idea. All was colorful and all was con- 
vincing and accented by the mannequin in 
a fashion-wise pose, the partially opened 
drawers of the cabinets which surrounded 
her serving as props for the bolts of material 
as well as casually draped lengths. 


’* 


In keeping with the spirit of the season, 
the window legends seemed especially ap- 
pealing at Franklin Simon’s where suits 
and dresses in navy with white check were 
shown with the copy, “It’s Spring Etiquette 
to Pick Up the Check.” 

Furthering this theme Winston Jones, 
display director, depicted the interior of a 
cafe by sketching bottles, goblets, decanters, 
bread baskets, window frame, and sign — in 
reverse —to suggest the window. The art 
work was done in purple on a white semi- 
gloss backwall. A light and bright atmos- 
phere was obtained by cafe curtains and 
linen tablecloth on the small table, ice 
cream chairs all in white, pink and white 
tulips in a glossy white pitcher and a white 
seamless paper floor covering. The hats 
worn by the mannequins were in navy, 
while those shown on white tissue in white 
millinery boxes were red. 

White dinnerware was shown at Georg 
Jensen, Inc., in a most refreshing yet clean- 
cut manner (not illustrated). John Milville, 
of the display staff, placed selections of the 
white dinnerware, including a neat row of 
pitchers, on pastel squares of paper which 
were set on a gray velvet floor. A white 
panel with black line drawings of glassware 
was hung in the center backwall of this 
corner window, with yellow, blue, and red 
squares of paper spaced against the panel 
to add strong color emphasis. A_ huge 
green jar of rhododendron leaves was placed 
at the base of the panel. 
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IT’S HERE! 


A COMPLETELY 
NEW LINE! 


JOBBERS 
; INQUIRIES 
JJ - “A> _ INVITED 


Thali 


PLASTIC ENGINEERING CO. 3 
153 Chambers St., New York 7, N. Y. Complete Lin 


JUST OFF THE 
PRESS 


A 33 PAGE CATALOG 

illustrating over 500 

PLASTIC DISPLAY 
FIXTURES. 


Get on our mail- 
ing list for your 
FREE CATA- 
LOG today. 


Kindly state 

nature of 

your busi- 
ness. 


Manufacturers of a Most 


e of Plastic Display Fixtures 




















Quality Mannequins 
Popular Prices! 


Our extensive line of quality mannequins is designed 


for the displayman who wants figures 
that wear apparel superbly, at a popular price, 


with fine finish and workmanship to insure long service. 
These figures are sculptured to set-off every detail of current fashions. 


Light in weight, they are made of papier mache, 
with rubber hands and can be had 


with metal or Herculite glass bases. Custom-made Pugdin 


wigs of finest craftsmanship are used exclusively. 
See them at your local display jobber today. 


JOBBERS: These are mannequins that will give your 
customers top quality in design and workmanship at a 
reasonable price. A few desirable jobber territories are 
still open. Write or phone today for details to: 


MANHATTAN MOTION MANIKIN MANUFACTURERS 


Have never been connected with any other mannequin manufacturer of similar name 


factory and showroom: 


4 WEST I6TH STREET + NEW YORK Il + N.Y. | CHELSEA 3-4705 


At 
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No. 2320 — GIANT WIRE POST 
CARDS ...heavy black wire out- 
line of postcard showing colorful 
stamp and postmark replica with 
three address lines serving as 
merchandise display . . . backed 
with 28” H.x 44” L. silk sereened 
resort scene in upper left corner 

.ample space for your copy... 
size 28° H. x 44” L. one to 


carton 
Lach $7 2.95 
0 


Display Designers and Manufacturers 
Portsmouth, Ohio 
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COLLOID TREATED FABRIC 


Today's Most Flexible and 
Preferred Medium for 
Oudoor & Interior Displays 
Outmodes Papier Mache 


Dip It! Drape It! Shape It! 


p——"Send For Trial Offer Of This==™ 
Wonder-Making Plastic .. . $13.77 
| yd. thin-weight Celastic 
| yd. medium-weight Celastic 
| yd. heavy-weight Celastic 
| gal. Celastic softener 
| gt. parting agent 
10 sheets tinfoil 


Ben Walters, Inc. 


156 7th Avenue, New York 11, N. Y. 
Algonquin 5-2308 
Notional Distributors @ U.S.A. and Canada 
Display and Allied Industries 
*Trade Mark of Celastic Corp 























DON'T PAINT 
— PARAFLEX 


PARAFLEX glass mirrors cover any 
surface, no matter what the size or 
shape. Send for an estimate or send 
your original sample. We will cover 
it for a very nominal charge. Samples 
at all times are your exclusive property. 


Write today for information 


PARALLEL MFG. CORP., Dept. H 


34 Beekman St., N. Y. 38, N. Y. 
CO 7-4332 








~ Schack's Features 


Canvas Decorations 

For spring and summer window and 1n- 
terior presentations, Schack’s, Chicago, has 
introduced a new line of plants, vines, 
and toliages processed in colortul, heavy 
The attractive philoden- 


canvas material. 


+. . L 


\ 





\ 


dron, split philodendron, and tern leaves are 
available in bright combinations ot red, 
green, chartreuse, and white 

Kasily adapted to all torms of late spring 
and summer displays, these unusual deco- 
ratives are especially well suited for use in 
promoting the new canvas apparel items 
for women that have recently been receiv- 
Schack’s “Sunshade 
Canvas’ series offers excellent tie-in ad- 


ing national publicity 


| vantages with these novel sportswear items, 


as well as providing background for prac- 


| tically all types of summer apparel merchan- 
dising 


The tirm has prepared a brochure illus- 


| trating the various numbers featured, avail- 


able to displaymen and_= stores without 


| charge. \ COpV may be obtained at the 
| company, 2516 West Armitage avenue, Chi- 


cago 47. 


| American Nickeloid 


Has New Booklet 


Fabrication techniques, uses, and proper- 
ties of its pre-finished metals are de- 
scribed and illustrated in a new 24-page 
booklet available from American Nickeloid 
(Company, Peru, Ill. Pre-plated finishes of 
the firm's metals include chromium, nickel, 
brass, and copper on the following base 
metals: 
minum. A copy of the brochure will be 


steel, zinc, brass, copper, and alu- 
sent on request on company letterhead. 


Jensvold Is Speaker 
Before Store Group 


Lloyd Jensvold Was one of the speakers 
at a recent convention of managers and as- 
sociates of the 41 Salkin & Lunoff, Inc., 
stores in Minneapolis. Display and planning 
supervisor of the frm, Jensvold spoke on 
adapting proven dispiay ideas and the intro- 
duction of new ones. The whole display 


| division ot the company will be more promi- 


nent in the 1954 selling picture than ever 
before, according to a company representa- 
tive. 














Manikin 
Stylists 


Largest 
& Wig 


America's 


Refinishers 


NEW YORK—152 West 25th Street 
CHICAGO — 11 South Desplaines 
DALLAS — 3007 Canton Street 


FACTORY-ON-WHEELS 








Use the Original, Quality 


SLEEVE FORMS 
SHIRT DICKIES 


Also Detachable Ties 


Top quality — made entirely of virgin 
material — but at no extra cost. 


THERE ARE NONE AS GOOD 


S. BENDER 


The Originator—Established Over Thirty Years 
215 West 40th St.. New York City 18 








FOR 


PAPIER 
MACHE 
FORMS 


W. H. WINDOW 
DISPLAY CO. 


119 Ave. D 
New York City 9 
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—This is the new translucent sunburst, 48 inches 
overall and 3 inches deep, by W. L. Stensgaard 
& Associates, Inc., Chicago. Original art for 
this unit was created by Jean Pages, a famous 
designer, and the sculpture was by Carl Halls- 
thammer. The sunburst is in shades of yellow 
with highlights of brown. It is done in .060 
"Plexiglas," heat molded, and decorated with 
wrought iron rods in the same colors as the 
sunburst itself— 


Portable Movie Outfit 
For Exhibit Field 

A new device for the display exhibits 
field, designed to tell the story with action 
and economy, has been introduced with the 
invention of a portable device tor the con- 
tinuous showing of 16-mm. movies by the 
Triangle Continuous Projector Company, 

At Chicago's Museum of Science and 
Industry, where the new units are 1m success- 
ful operation, the projectors are doing a job 
of attracting and holding audiences through 
techniques that are equally adaptable to 
trade shows, salesrooms, and related torms 
of advertising. The theatres at the museum 
have much in common with similar installa- 
tions at fairs and conventions. They must 
compete for audience attention with many 
other colorful exhibits and are therefore a 
good proving ground for audio-visual tech- 
niques. 

The new units used at the museum are 
both projector and screen. They show up to 
1600 feet of film (44 minutes), are com- 
pletely self-contained, and can be connected 
in the morning to run automatically all day 
with no rewinding, or may be set to run 
once and repeated by pushing a_ button. 
Visitors can start these “push-button” movies 
at their own convenience. The most preva- 
lent system is push-button operation by the 
audience. The machine shows movies in 
black and white, color, silent, sound or 3-D 
in undarkened rooms or windows 





Jack Bohan Resigns 
Cricket West Post 

The resignation of Jack Bohan as display 
director of Cricket West, Kansas City, after 
four years in the position has been an- 
nounced. He is leaving the company in 
order to spend his full time in_ portrait 
painting. Display at Cricket West in tu- 
ture will be handled by a local display firm, 
Design Studio, operated by Ann Jenkins 
and Robert Stillwell. 
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Light shines through these trans- 
lucencies to give you the utmost 
in photographic display. 


Here's impact, beauty, realism, 
and atmosphere. Up to 47" x 
100" in one piece! 


You do not have to order in 
quantity. These are actual 
photos, made to size. Send 
today for your FREE Price List 
on Translites and the Kit of 
350 stock scenes for scenic 
Translites. 


ee Een 


8 Please rush my Translite Price List for display enlarge- 
- ments to: 


1 
as Name 


| 

§ Address 

) : 
S$ T YU D | @) S: C) With Stock Photo Kit 


| Division ret Rapid Copy Service. Inc. Without Photo Kit 


123 NORTH WACKER DR., CHICAGO 46, ILL. 














ALL-YEAR-ROUND 


MOTION DISPLAYS 


Stork and Babies Units 


The stork moves his head up and down 
while the laughing baby and crying baby 
move their heads in opposite directions. 
The eyes and arms of the babies move 
also and make this unit a real traffic 
stopper. 


MECHANICAL BOOKS 


Sturdy, dependable and foolproof. In 
three sizes: 1!2'' x 18", 18° x 24" and 


24°" x 36". 


METROPOLITAN 


MECHANICAL DISPLAY CO. 
50 W. 22nd ST., NEW YORK CITY 10 








TWIN CAGE 
and BRACKET 


This modern twin cage set is perfect for all 
display. Cages 16" high. Bracket 36" long, 
priced as a unit at only 


Unit TCB $15.50 


Can be had singly as: 


Single cage, BC-I6 $4.85 
Single bracket, CB-16 $4.65 
Twin Bracket, CB-36 $5.85 


Jobber Inquiries Invited 


FERRO-CRAFT 


MORGANFPIELD, KY. 














SHOULDER COVERS COLORFUL WALL POCKET 


1 


Vinylite window-clear — vinyl — polythene. | Display Unit designed to hold leaves, flowers, etc. 


BOX 35 


Price list & samples on request. | Papier-mache cone, 3''x9'/2'' with hanger. Available in 
JOBBERS ONLY six Summery pastels. Packed 24 per carton, one color or 


assorted, weight 5 Ibs. See our catalog. Retails at 25c. 
CORONET MFG. CO. THE MULDNER COMPANY INC. 


YARDVILLE, N. J. | | 397 Bridge Street Brooklyn |, N. Y. 
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$12.50 per pair 


plus low price. Just right for window ledges and 
interior 
weided for 
Two sizes: 32'' 
all — wears to size 8 


sturdy construction Detachable base. 
overall — wears to size 5: 37°’ over- 
F.O.B. San Diego. 


Jobbers Inquiries Invited 


DYSON-ROBERSON DISPLAY HOUSE 
560 FOURTH AVE. SAN DIEGO, CALIF. 


Monufocturers — Designers — Importers 


Write for Free Illustrated Brochure of Spring and 
Easter Fiowers. New Easter Display Items. 





THRIFTY MISS AND MISTER 


Decorative 
Street, 


silver glints of metal, 
ness of wood planking are 
the wall coverings, 
with the 


SOuTCEe 


wide by 





street, 
ties by 


At last a children's mannequin that has personality 


New Dimensional Papers 
Created By Timbertone 


}arks, bricks, textures, and grains are 


intrepreted in a new line of three-dimen- 
sional 


Timbertone 
Kast 32nd 


papers introduced by 
Company, Inc., 114 
York City. The rough flecks 
mortar joints of brick, 
and the rustic smooth- 
all captured in 
with the colors identical 
materials which are their design 
Applied by the usual paper-hanging 


New 
bark, 


sanded 


methods, the papers come in rolls 36 inches 


12 feet. or in double rolls 24 feet 


long. 


Cincinnati Firm 
Expands Facilities 


Display Sales, formerly of 15 East Second 
Cincinnati, has expanded its facili- 


leasing 25,000 square teet of space 


which em- 
produc- 
exhibits 

Principals ot the 
Harrigan and Rob- 


at 1658 Gest street. The firm, 
ploys 30 people, specializes in the 
tion of display units and 
for national advertisers. 
company are Robert J. 


ert M. Nagle. 


spec ial 


Louisville Firm 
Appoints Kritlow 

Succeeding Ken Morgan, resigned, Gail 
Kritlow has been named display manager for 
Kaufman-Strauss, Louisville. She has been 
with the store for several years. 


Giglierano Joins 
Hens & Kelly 


Hens & Kelly, Buffalo, has named Joseph 
Giglierano as display director of the store. 
He was formerly in charge of display at 
one of the firm’s branch units, and previous 
to that time was with J. N. Adam & Co., of 
the same city. He replaces Gerald Phillips, 
resigned. 





THE DISPLAY PARADE No.I78 sy taffper— 





trim. Attractive black wrought iron. Spot 














DEMAND THE OLDEST NAME 
IM ELECTRIC TURNTABLES! 


ot 0: Sho 


ELECTRIC 
TURNTABLES 


Your assurance of top performance, ROTO. 
SHO Electric Turntables are used by mer- 
chants throughout the world for trouble-free 
action displays. Sturdy steel construction, 
powerful A.C. motor permit load capacity up 
to 200 Ibs. 18” table revolves 3 times a 
minute. Ceiling units and ROTO-WEEL for 
background displays also available .. . 
Build-up fixtures too. 


MODEL 

"712" for 

LIGHTED 

MOTION 

Two-way elec- 

tric outlef, 

permits novel, self-contained lighting effects or 


operation of electrical devices while table turns. 
Will revolutionize your window trim! 


MODEL "A" 
ROTO - SHO 


Standard for the 

world! The action 

disolay-way to 

boost your sales. 
We also produce midget fractional H.P. electric 
motors, electric barbecue and Christmas tree 
turners. 24 hour delivery from stock! 


See your local jobber, or wrife us for complete 
catalog of ROTO-PRODUCTS/ 
KASSON DIE & MOTOR CORP. | Integrity 


Formerly General Die & Stamping Co. Since 
Dept.O., 262 Mott St., New York 12, N.Y. 1919 














Reareo IN NEWCASTLE ODELL GOT HIS FIRST TASTE OF DISPLAY 
WORKING AFTER SCHOOL IN A LOCAL 
MENS WEAR STORE. AFTER HIGH 


SCHOOL CAME SERVICE WITH THE 


ARMY, FOLLOWED BY ATTENDANCE 


AT BUTLER UNIVERSITY, INDIAN- 
APOLIS. DECIDED TO MAKE 
DISPLAY HIS CAREER, AND SPENT 
THREE YEARS ON THE STAFF 
AT BLOCKS, THEN WENT TO 
FORT WAYNE TO HEAD DISPLAY 
FOR GOLDEN’S: AFTER TWO AND 
A HALF YEARS JOINED SATER'S, 





OPENING THEIR NEW STORE IN 1952. @ | 


arr 4 

J FISWIME,TOO! | 4 
WITH A JOB THAT KEEPS HIM - 
BUSY, AWIFE , SMALL DAUGHTER § 
AND SON, ODELL HASNT MUCH 4 
TIME FOR OTHER INTERESTS, 
BUT DOES LIKE TO GO FISHING 
WHEN THE CHANCE ARISES. 


Odell 





display director. SATERS - EVANSVILLE, INDIANA 
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Giant Montage, Diorama 
Produced By Film Art 


Film Art of Miami has produced the 
nation’s largest photographic montage mural, 
without negatives from which to work. The 
mural, 60 by 9 feet, was made for the 
American Automobile Association's new na- 
tional headquarters building in Washington, 
cm An 

Only prints were 
Ashmann, president, and his 
prints were re-photographed so new 
could be made for the montage. Then an- 
other set of master negatives was produced 
so photographic engineers could supervise 
the finishing process. The work was com- 
pleted in a day and a half, or five working 
hours after copy prints were turned over to 
Film Art's Miami plant. 

The montage was produced in tour sec- 
tions, with two 4 by 15 foot panels in each. 

The same mural on smaller scales is ex- 
pected to decorate walls of 750 other AAA 
clubs throughout the Western hemisphere. 
Orders already have been received from 
Toronto and Mexico City. 

Concurrently with the montage, the Miami 
firm produced a one-ton 20-foot diorama 
of a “typical American scene” for display 
in the lobby of the new AAA building in 
Washington. 

In the display are a metropolitan area, a 
suburban community, an operating railroad 
system, two-way highways on which autos 
and trucks move, an airport, and even an 
outdoor movie theatre. The diorama is de- 
scribed as the largest of its kind. It 
was completely assembled and tested opera- 
tively in the Miami plant of Film Art betore 
it was put in a Washington-bound truck. 
Six weeks were required to build the 
diorama and to find or construct all ma- 
terials to scale. 


handed Maurey L. 
staff. These 


Ci py 


ones 


also 


New Hardboards 
Have Display Uses 


Two new products by 
Company, Corvallis, Ore., 
applications. These new 
striated or grooved hardboard 


the Chapman Mfg. 
have many display 

materials are a 
and a cor- 


rugated hardboard, both blond in color, that 


resist abrasion like granite. 

product 
fir tree. Dis- 
with the 
had con- 


Hardboard is a wood 
made from pulp fibres of the 
play departments are 
smooth finish board, 
siderable use in the 


Now. the 
hardboard 


pressed 


familiar 
since it has 
held tor a 
(Chapman 
two “new 


years. (Company has 


given faces.” 

The striated board is trade-named “Ore- 
gonbord Rib-tex.” A light blond board, it 
series of parallel grooves pressed, 
or molded, into its surface. That word 
molded is the key word display-wise, be- 
cause with this type of processing the raised 
portions of “Rib-tex” will not chip and 
break when subjected to the kicks and 
scrapings of an ordinary display unit. The 
molded finish also means that none ot the 
original structural strength 1s lost. 


has a 


The grooves in the sheet are not unttorm 
but vary in size and depth, 
definite character all its 
4 by 8 feet, ™%-1nch 

“Rib-tex” has already been put to work 
in a number of display uses, and new 
effects are being added to the list. But 
because of the board's rugged resistance, its 
outstanding use will undoubtedly be as sid- 
ing to aisle displavs and interior islands, 
where kicking and scraping are encoun- 
tered. Any pigmented stain, paint, or any 
other type of wood finish can be sprayed 
or brushed on quickly. Both tempered and 
standard, for exterior or interior, § are 
avallable. 

“Oregonbord Corru-tex” is actually the 
first wood product to be corrugated, which 
should automatically insure its widespread 
use where metal or other corrugated ma- 
terials are not practical. 


giving the 
own. 


thick. 


board a 
Panels measure 


The distinctiveness of corrugated panels 
is in itself enough to appeal to the display 
designer, and the toughness of hardboard is 
a real friend for the budget and the nerves. 
Siding for displays and islands are 
both ideal “Corru-tex,” not to 
mention the many dramatic effects that can 
be achieved with corrugated panels in 
fashion and accessory units. 


aisle 
uses tor 





—A striking and effective change from the usual variety store display of artificial flowers for 


&, Sn” 4 
> a 


resale purposes is this one by Ida Diener Zizda, J. J. Newberry Company, Los Angeles— 
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number of 


Just Arrived! 
Imported 


BAMBOO 


and 


RATTAN 
NOVELTIES! 


BIRD CAGES! MATS! 
FANS! BASKETS! 
BAMBOO CURTAINS! ¢° 


RTS aw FLOWERS® 


DISPLAYS, INC. 


Monufocturers @ @ Crectors 


43 W. 56th St., near 5th Ave. 
New York City 19, N. Y. 


*U.S. Reg. Trade Mark. 


Importers 


SN 








* In 1/2 Ib. Flat Boxes 
* Steel Nickel-Plated 


(50 lb. Min.) 
Pat # 1b- $17- $20- p24 iy Si 
L SEND $1 for 1lb. SAMPLE 


S L. KAYE CO.. iNC 180 seaincs! wvaeyY 








Yucca Poles, Cholla, Red & Black 
Manzanita, Sandblasted Manzanita & 
Grape Stumps, Selected Driftwood 


We Procure Our Own Materials 


Russel Morris of California 
990 S. Live Oak Fontana, Calif. 








ARTIFICIAL FLOWERS AND 
DECORATIVES 


for Show-window and interior displays. 

the lowest prices. 
the displayman. 

WRITE FOR CATALOG. NO JOBBERS, PLEASE! 

BARTH'S DECORATIVE STUDIOS 

ISIS N. Chestnut St Colorado Springs, 


Best quality at 
From the manufacturer direct to 


Colo 
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OPPORTUNITY EXCHANGE 
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IisPlay 
orld 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 


tion about anything 
which you are interested. 


in the display line in 
If you do not find 


your needs listed on this blank, write a sepa- 


rate letter. 
you want on file, we’ll find out for you. 


If we do not have the information 
Avail 


yourself of our service facilities without cost 


or obligation. 


This service includes an analysis 


of any display problem. 


bend 
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Air Brushes 
Airpainting Equipment 
Animated Signs 


) Artificial Flowers 


Artificial Snow 
Backgrounds 

Background Colors 

Black Light 
Bulletin—Directory Boards 


| Card & Mat Board 


Cardwriters’ Materials 


}] Color Lighting 


Composition Pieces 
Crepe Papers 
Cut-out Letters 


) Cutting Machines 


1 rw 


amr 


TY 
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] Decalcomania 
-} Decorative Papers 


Display Fixtures 


) Display Forms 
| Display Letters 
) Display Racks 


Dye, Rug and Carpet 
Enlarging Projectors 
Fabrics and Trimmings 
Flags and Banners 
Float Decorations 
Foils 

Glass Specialties 
Grass Mats 

Hosiery & Shoe Forms 
Lithographed Displays 
Mannequins 

Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
Motors 

Mouldings 

Natural Foliage 

Paper Sculpture Displays 
Papier Mache Specialties 
Photographic Blowups 
Plastics 

Plywood 

Price Cards—Tickets 
Price Ticket Holders 
Ribbons 

Sale Bannefs 

Show Card Colors 
Show Cards 

Show Case Lighting 
Show Cases 

Socks— Window 
Signs—Brass—Bronze 
Signs——Card Holders 
Signs—Electric 

Sign Printing Machines 
Sleeve Forms 

Store Designing 

Store Equipment 
Store Fronts 

Tackers 

Time Switches 
Turntables 

Veneers (Imitation) 
Wall Board 

Wigs 

Window Lighting 


{ Do you wish a copy of their catalogue? 
[ Do you plan to remodel your store soon 
[)] Do you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 


CINCINNATI 1, OHIO 


Firm 


Display Manager 


Street 


—This was an Easter window used by Emile Alline, Maison Blanche, New Orleans, last year — with 


Humpty Dumpty, giant eggs, chickens, and rabbits galore— 


Sales Executive Club 
To Hold POPAI Day 


Norton B. Jackson, executive director of 
the Point-Of-Purchase Advertising Institute 
announces that the Sales Executives Club of 
will feature POPAI Day at the 
luncheon meeting on March 22, at the Hotel 
Morrison. This event will be a duplicate 
of the colorful POPAI Day sponsored by the 
Sales club of New York last 


Chicago 


Kk xecutives 
January. 
Principal speaker at the Chicago event will 
be George A. Phillips, director of advertising 
for Cluett, Peabody & Co., Inc., New York 
City, who will repeat his dramatic talk, “It’s 
The Follow-Through That Rings The Bell.” 
Dallas Kdwards, sales manager ot the clock 
department of Electric Company, 
will present an example of clever packaging 
for the point Another General 
electric Meskuill, 
manager of the fan department, will show 
how his company uses the corrugated pack- 


(,eneral 


ot-purchase. 


executive, David T. sales 


ing of shipping containers to good advantage 
by transtorming them into a window display. 

\ special preview exhibit of the Point-Of- 
Purchase Advertising Institutes eighth An- 
nual Symposium and Exhibit wall be held in 
conjunction with the  luncheon-meeting. 
About one hundred displays will be shown 
Casino, each 


in the lerrace 
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reflecting the 


latest in sales-building devices for the point- 
of-sale. 

In charge of arrangements for this special 
event are Stanley L. Wessel, president, 
Stanley Wessel Company, Chicago, and Paul 
Godell, vice-president, Arvey Corporation, 
Chicago, both of POPAI. Richard Reynes 
is executive director of the Sales Executives 
Club of Chicago 


Lustra Corporation Presents 
Fluorescent Lamp Brochure 

All nine Lustra double-duty 
fluorescent lamps described and _ illus- 
trated in a new “A Miracle of 
Light,” issued by Lustra Corporation, 36 
Washington street, Brooklyn 1. This all- 
inclusive edition presents Lustra’s expanded 
fluorescent lamp line. In addition to gen- 
eral overall lighting information, the bro- 
chure contains pin-pointed “miniatures” and 
applications for each of the nine fluorescent 


shades oft 
are 
brochure, 


shades. 


Half-Size Mannequins 
Produced By Flair 


Mannequins in 18% and 20% sizes 
been introduced by Flair Mannequins, 15 
West 18th street, New York City, and are 
reported receiving good acceptance by the 
display field. 


have 
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—A spring flower show promotion at Macy's-San Francisco was ushered in by Jim Stewart, display 


ci 
od director, with this beautiful main floor setting— 
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Point-of-Sale Developments 


ROWN-FORMAN Distillers Corpora- 
B tion. Louisville, in its big spring pro- 

motion for its popular “King” blended 
whiskey is utilizing display material fea- 
turing the “Advertised in Life” theme. The 
display pieces are designed to tie-in with the 
“King” advertisements which are currently 
running weekly in that magazine. 

Peyton Hoge, advertising manager for the 
distillery, points out: “We are tying the 
theme of the promotion in with the selling 
power of the Life ads to renew the desire to 
buy at the point-of-sale that was created 
at the point-of-reading.” 

The promotion is appearing in package 
and bars all over the country in 
attractive display pieces, giving dealers sure- 
fire support. Heading the impressive list of 
items in the promotion is an attractive 
floor stacker followed by multi-purpose case 
cards and an eye-catching streamer. Each 
display piece carries the “Advertised in Life” 
theme slogan. 


stores 


sased on the principle of the familiar toy 
bird which dips its beak into a bowl of 
water, raises its head, and then repeats the 
performance is a new display produced by 
Lawson & Lawson, Inc., New York City, 
for Melrose Distillers. A molded bottle, a 
replica of the used for the “Echo 
Spring” whiskey, is topped by a styrofoam 
bird’s head and mounted at one end of the 
display unit, supported on a wire frame- 
work. The bird-bottle tilts forward to an 
inset container of water in a block bearing 
the copy “Echo Springs Kentucky 
bourbon, 6 years old,” returns to its former 
position, and then tilts more. The 
bottle is its own self-contained motion 
device, needing no outside electrical or 
mechanical power to animate it; it is said 
to work indefinitely without need of repair 
or replacement. The bottle and base each 
can be molded into various sizes and shapes. 

“Little Miss Cresta Blanca,’ the double- 
action battery display developed and _ pro- 
duced in full color by Einson-Freeman, 
Long Island City, N. Y., for Cresta Blanca 
Wine Company, Livermore, Calif., is doing 
a far better than average selling job tor the 
company’s wine, is the report. The pert 
little figure stands only 2334 inches high, but 
her pulling power as she nods back and 
forth to admire the full-size replica of a 
bottle of Cresta Blanca wine is great. 
“Dealers are using the piece in many differ- 
ent locations,’ a representative of the firm 
says. “They put it into use as a counter unit 


one 


once 


on ledges, and as the top piece of a case 
stacking. Regardless of where it is shown, 
it attracts attention and racks up sales.” 

Added appeal of the “Little Miss Cresta 
Blanca” display is that the double action 
animating unit which causes both head and 
body to swing is powered by a single flash- 
light battery that runs it day and night 
without attention for from two to tour 
weeks. 

A spectacular giraffe display, standing 
over 4 feet high, is being offered all dealers 
by the Quaker Oats Company, Chicago, to 


stimulate sales of “Ken-L-Meal” or “Ken- 
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[.-Biskit” dog tood. Shelt-strips and display 
cards are also available free of charge. 

More sales of little girls’ panties are 
predicted with a new “Little Miss Luxite” 
panty rack just developed for the children’s 
division of Holeproot Hosiery Company, 
Milwaukee. It is designed to display four 
styles of panties. The top of the wooden 
unit revolves to permit customers to examine 
each style before calling a sales person to 
conclude the purchase. The unit is furnished 
free to dealers ordering a 15-dozen basic 
stock assortment. 

One lithographed cardboard display re- 
ceiving a warm welcome in super-markets 
and other food the realistic 
Colonial lamp-post that can advertise several 
different Nestle products by merely changing 
a two-sided poster. The display stands 6 
feet high and is intended primarily for 
mass merchandise display of Nestle’s 
chocolate bars, “Nescate” instant coffee, and 
“Semi-Sweet Morsels” tor making the 
famed Toll House cookies and other delica- 
cies requiring fine chocolate. 


stores is 


The display is intended for use with a 
flasher lamp inside the four-sided lantern, 
but many dealers report that the fluorescent 
sides of the lantern simulate actual illumina- 
tion so well that they do not have to use 
the 40-watt lamp contained inside the unit. 

Appeal of the display to store managers 
who are very discriminating in their choice 
of cardboard point-of-sale promotion aids 
is said to have been unusual. Nestle found 
it necessary to place a re-order only a few 
weeks after the new display hit the field. 
The lamp-post was by Einson-Freeman. 

The same display firm produced a new 
liquor store display which is attracting con- 
siderable attention. This is the Il. W. 
Harper “moving mirror” unit that is dis- 
tinctly in the permanent display class be- 
cause of its construction of wood and glass 
as well as its selling impact for the smart- 
looking decanter of the liquor firm. 

essentially the device consists of a mirror 
background for the decanter, the mirror 
being closed at first, then opening to show 
only the face of the decanter, and finally 
opening to its fullest extent to show both 
front and rear of the bottle. Human nature 
being what it is, the mirror itself occasions 
a good bit of tie-adjusting by male viewers, 
and make-up inspection by their feminine 
counter-parts, all ot which helps to focus 
attention and interest on the I. W. Harper 
decanter. 

Motive power for 
with its handsome red base is_ supplied 
by a miniature electric clock operating 
motor, barely 2 inches in diameter and draw- 
ing comparatively little power. 

How a “falling bottle” helped exploit the 
introduction of Schenley’s “Reserve” 
canter is reported by Charles Englebard., 
promotion chiet for Schenley Products Cor- 
poration, New York City. “The novel ‘fall- 
ing bottle’ was designed to back-stop intro- 
ductory national advertising,’ he — said. 
“Decanter sales continue strong, with deal- 


the unusual display 


de- 


[Please turn to page 82] 
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x 30°. 


Narrow 
12" x 15°... .$ 4.50—Bale lots of 
a Oa < 
Round Sizes 
114" diameter .$0.90—Bale lots of 12 
2.95—Bale lots of 12 
8.25—Bale lots of 6. 


PLaza 7-0868 


EATON'S 


Each 

6' $ 4.25—Bale 
10°.... 7.50—Bale 
15' 10.75—Bale 
21.75—Bale 
5". 6.50—Bale 
10° 12.75—Bale 
15' _ 19.50—Bale 
6’ 9.00—Bale 
16’ 24.50—Bale 
Sizes 


13.00—Bale 


diameter 
diameter. 


Scattergrass— 
3 Ib. carton 


lots of 
lots of 
lots of 
lots of 
lots of 
lots of 
lots of 
lots of 
lots of 


lots of 





NEW 


Sculptured for Elizabeth Arden 
BLUE GRASS PROMOTION 


Exteriors 


IDEAS 
TECHNIQUES 
Creative Displays 

in all mediums 


2 
9 
6 
3 
0 
5 
4 
6 
3 


6 
4 


$2.50: 50 Ib. carton 
FOB 2% 10 days, net 30, if rated. Non-rated firms 
check with order or C.O.D. unless credit previously 
established. 


PARKSIDE DISPLAYS 


907 SEVENTH AVENUE 
NEW YORK 19, N. Y. 


“America's Finest’ 


“Velvety’ Grass Mats 


are overedged on the ends—lay flat 
—no uneven lumpy edges 

14 sizes... long... square... wide 
... found... narrow... special one- 
inch stitching . . . fast green color. 


Approx. 
Size 


Each 
$ 3.75 
6.75 
9.70 
19.65 
5.85 
11.50 
17.55 
8.10 
22.00 


$ 4.05 
11.70 


$0.80 
2.65 
7.50 


$27.50 


interiors — Windows 
and Special Promotions 


OUR DISPLAYS SELL 
MERCHANDISE 


Constant & Thor, Ine. 


124 CHAMBER ST. 


NEW YORK 7 





STYROFOAM 


In All Sizes And Forms 


BLOCKS, BOARDS, SHEETS— 
Shaped to Order 


All thicknesses from 14°" to 14°. Com- 


plete range of sizes for prompt delivery. 


Your inquiries for quantity runs of cus- 


tom Styrofoam displays are invited. 


* 
bad 


PRODUCTS 
6415 N. California Ave., CHICAGO 45, ILL. 








PLEXIGLAS 


IN STOCK -- IMMEDIATE 
SHIPMENT 


Complete range of 
f and outdoor 
coIors if 
ard sizes and 
cknesses. Can 
also furnish extruded Plexiglas Sheets, 
The Rods and Tubing from stock, and can 
Southwest's extrude custom shapes in plexiglas 
Largest and other plastics. 
Plexiglas Write for Free Card of 
i tell tae Actual Colored Piexigias 


AMC SUPPLY 


and Price List. 


1408 Henderson, Ft. Worth, Tex. 
civ. of Air Accessories, inc. 








AUTOMATIC WOOD TURNINGS 
All Types of Finishing 
Dowels and Balls in Stock 


H. ARNOLD WOOD TURNING CO. 
363 Union Avenue, Brooklyn 11, N. Y. 
STagg 2-5693 








USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 


POSITION WANTED POSITION VACANT 
REPRESENTATIVES WANTED 


USED DISPLAY EQUIPMENT FOR SALE 
om 
$4.00 Per Column Inch— CASH WITH ORDER 











78 


Panel Discusses Display 


ISPLAY does not get its proper 
share of the cooperative advertising 
dollar because it has not presented 
gh facts to the advertiser.” 
his was one of the interesting points 
brought out in a panel discussion held at the 
February Display 
Club 


meeting of the Chicago 


Sparked by Louis Banks, assistant manager 
the store planning and display division 
Roebuck & Co., 
consisted of 


as moderator, the 
Bianchi, general 
store operating manager of Goldblatt 
Brothers: Budd Gore, advertising consultant 
and tormerly advertising manager ot Mar- 
Field & Co.; O. B. Lyons, advertis- 
ing manager of WECO Products, and 
Richard Krenek, sales promotion manager 
of the Chicago office of McCann, Erickson, 
Inc. The audience fired plenty of verbal 
pyrotechnics in the form of provocative ques- 
tions at the prominent personages who com- 
posed the table of experts. 

In response to an inquiry as to why dis- 
play is not getting a greater share of co- 
operative advertising funds, Bianchi said 
that it is up to display executives to pre- 
sent their management in a 
constructive and forceful way. 

He cited the fact that advertising depart- 
ments have high-priced, well educated per- 

ot professional status who have top 
standing management, while display 
does not have equal professional educational 
background. For this reason, he stated, it 
is highly important that store executives 
be made aware of the expert knowledge and 
high skill necessary to create effective dis- 
plays. 

Bianchi stated that manutacturers would 
be glad to give more for display if the right 
kind of selling plan were presented. He 
urged that display directors tree themselves 
of detail work so that they can participate 
in sales promotion conterences. 

“If you can't stand up and ask for your 
share of the cooperative dollar and show 
why you should have it,” he concluded, “then 
you arent a display director; you are a 
window trimmer.” 

Answering a question about waste in point- 
of-sale material furnished by national adver- 
tisers, O. B. Lyons told the listeners that 
his firm supplies proven, usable material. 
He said it has been their custom to set 
up a separate cooperative budget for display 
solely for point-of-sale usage and that it 
has been found productive. 

Richard Krenek defended the charge made 
by one of the questioners that advertising 
agencies are interested mainly in the 15 per 
cent brokerage in supplying point-of-pur- 
chase material to their clients. 

He outlined his own organization’s set-up 
of a special staff made up of skilled person- 
nel whose main objective is the creation of 
ideas for display props integrated with the 
overall theme of their clients. He said they 
consider display a most important and final 
link in selling a product. 

Krenek added that in furnishing the 
services of a highly skilled organization for 
15 or even 20 per cent brokerage, they actu- 


yt Sea©rs, 


panel Ray 


shall 


cases to top 


with 


ally save their clients money because it 
would cost the advertiser considerably more 
if he had to hire equally qualified people 
to do a comparable job. 

Budd Gore said that display is an integral 
part of today’s marketing and that it should 
be tied in with advertising to make a 
promotion complete. Gore also told about 
the experience of the H. & S. Pogue Com- 
pany, of Cincinnati, with which firm he was 
formerly associated as advertising manager, 
with open-back windows in an arcade part 
of the building in which this store 1s located, 
stating that they had out-pulled closed-back 
windows. When asked if a newspaper ad- 
vertisement printed on transparent paper 
would be as confusing in securing atten- 
tion and readership as an open-back win- 
dow, he said that the fact remained that in- 
creased traffic had resulted. 

From the floor, Ted Lees, display director 
of W. Y. Gilmore & Sons and president of 
the Chicago Display Club, requested an 
answer on why the corset and _ brassiere 
manufacturers’ association refuses to allow 
any cooperative advertising money for dis- 
play. He said he could not find out the 
reason for their refusal and that they would 
not even discuss the matter. 

Bianchi said in reply that he believes if a 
carefully prepared plan of an effective-look- 
ing display promotion were presented they 
would no doubt be willing to cooperate. Dis- 
play executives speaking from the audience 
were not so optimistic. 

The great interest shown in the meeting 
was evidenced by the many prominent dis- 
play factors who were present. Another 
panel discussion covering other phases of 
display is planned for a future date. 


Point-Of-Sale Unit 


Shows Transparencies 

Ad-Color Photo Corporation, 650 South 
Arroyo Parkway, Pasadena 1, Calif., has 
introduced a new point-of-sale unit called 
“Roto-Vue”. Resembling a lamp finished 
in hammertone-gray and standing about 13 
inches high, it consists of a picture carrier 
holding four 8 by 10-inch transparencies 
which revolves four times a minute. A 
small, sealed electric motor is used for 
power. Two lights provide proper back- 
lighting for the transparencies. No glass 
is used, and the pictures slide easily in and 
out of slots. Weight of the unit is 3 
pounds. 


Ferlaak Heads Display 
For Minneapolis Firm 

Succeeding Patricia Plant, resigned, Vern- 
on Ferlaak has been made display director 
for John W. Thomas Company, Minneapolis. 
He had been first assistant. 


Change Of Address 


For Flower Firm 

Flowerized Presentations, Inc. has moved 
from Manhattan to 719 Main street, New 
Rochelle, N. Y., where the firm will have 
much larger quarters and a_ one-floor 
operation. 
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HERE AND THERE 


[Continued from page 44] 


nected with the shoe department by a stair- 
case and, by extending the luminous ceiling 
through the sloping section over the stairs, 
the continuity of the ceiling remains un 
broken. 

The versatility of the “Acusti-Luminous” 
ceiling finds another use in its covering com- 
pletely not only air conditioning grilles but 
unsightly sprinklers as well. Rather than 
detracting from the efficiency of the cooling 
apparatus, the luminous ceiling adds to 1t by 
diffusing the cool air evenly throughout the 
department area. Where uncovered ducts 
and grilles result in drafts which prove un- 
comtortable to customers and_ personnel 
alike, the many orifices allowed tor at the 
sides of the “Lumi-Plastic’” sheets — be- 
tween the corrugations and the hanging 
track —act like a sieve, distributing the 
fresh air evenly all over the area. Thus the 
space above the diffuser is brought into 
play as an air conditioning supply plenum, 
with all the assets of even pressure and dif- 
fuse distribution combined with the visual 
advantage, decor-wise, of covering the un- 
attractive ducts and dirt-crazed grilles. 

Sprinklers may be covered by the diffuser 
by virtue of the material’s relatively low 
softening-point: at 145 degrees Fahrenheit, 
the “Lumi-Plastic” loses its rigidity and 
falls from its supporting tracks. sy the 
time the sprinklers are set off at their cus- 
tomary 165 degrees, there is no diffuser be- 
low them and the hanging tracks remaining 
offer no impediment to their spray pattern. 
This is the only luminous ceiling bearing 
Underwriters Laboratories’ labeling for such 
installation. 


Relatively unnoticeable in the installation, | 


the ceiling in presenting, from below, a 
simple white prospect without any light or 
dark spots not only does not detract from 
the merchandise, but through the quality of 
light it provides enhances its features and 
attracts attention to the counter level. 

Lee Court considers this luminous ceiling 
installation important because “The ceiling 
not only provides good illumination but, as 
a displayman, I’m particularly interested in 
the unobtrusive and good, modular design 
it affords. This installation,’ he continued, 
“is surpassing our expectations in attracting 
customers to the men’s department from 
other sections of the store; in added busi- 
ness alone it should pay for itself in a very 
short time.” 

The ceiling is manufactured and sold by 
Luminous Ceilings, Inc., 200 West North 
avenue, Chicago 47. 





Design Studio Opened 
By Charles Wagner 

For many years in the display field, first 
as an artist with both Lord & Taylor and 
Macy's, New York City, and more recently 
art director of Doerr & Associates, Ports- 
mouth, Ohio, Charles Wagner has opened 
his own design studio in New York City. 
The new firm’s name is Norwood Designs, 
associated with Norwood Displays, and is 
located at 1548 Stillwell avenue. It will 
offer a complete design and consultation 
service in the display and allied fields. 


MARCH, 1954 


MODERNIZE YOUR MILLINERY DISPLAYS 


Bis dein ™ OO3X—MILLINERY WIRE BASE (set of 3)—4", 7", 
Fay » 10°" high $7.50 per set 
‘ (Height measured from floor to bottom of 
glass head) 
Available in Gold, Black or White. Other colors 
10% additional charge 
Individual Bases— 4'' high — $2.50 each 
7’ high — $3.50 each 
10°’ high — $4.50 each 


GLASS MILLINERY HEADS — $12.00 per dozen 
Packing charge of $1.00 with orders of less than 
| dozen heads 


SPECIAL OFFER—Three (3) Glass Millinery Heads 
with one C03X Millinery Wire Base Set — $9.95 


All prices F.O.B. New York. Order shipped rated 
cccounts, otherwise shipped C.O.D 


JOBBERS' INQUIRIES INVITED 


CHIC DISPLAY CO. 


293 Seventh Ave., New York 1, N. Y. 











No. 44-75 No. 32-6 = No. 44-70 No. 22-6 Dozens of Display Uses 
with Ingenious 


PRESTO 
FOLDING TRELLIS 


Folds up and stores away into 
inches of storage space 
opens instantly for immediate 
display use. Sturdily constructed 
of rounded edge hardwood for 
long use. Painted white. 


When open When open Whenopen Whenopen Wheno 
40"' t 84°" 44"' 1 84°" 32"' 1 at . pe 22'' 1 <n F.O B. 2% 10 days net 30 to rated 


44" x 84 . 
6 for $28.50 6 for$33.00 6 for $26.00 6 for $33.00 6 for $16.00 — Non-rated firms check with 


PARKSIDE DISPLAYS 7 Seventh Avenue. New York 19. N. ¥. 
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WAREHOUSE SHEETS * RODS ° TUBES 


—in Clear or Colors CUSTOM 
NV tbrihutor 1 A | immepiate DELIVERY Ms 
Any Size or Quantity! 3 = 
Low quotations i 


given on large or He 


r) ‘s small quantities 2 
4 2 of fabricated + 
Plexiglas rod- fe 
4 - a wl a 6 LEO V es 9 P os 
uctsorparts. Com- ae 


gor SIGNS * DISPLAYS © LIGHTING * PARTITIONS plete facilities in- 
INDUSTRIAL PARTS * GLAZING * MODELS, Etc. ‘'vdind vacuum 


and pressure 


Send for 334° anel. PLASTICS, INC. forming equip- 


price list! 
585 Sixth Ave, Near 17th St.) New York 11, N.Y. Tent. 


an- SCULPTORS! 


FLAIR is interested in purchasing smart, high-fashion manikin FACES 
for their new fall line. Facial details must be sharp for exact repro- 
duction—Ears for Earrings—headsized to wear millinery. FLAIR has 
the only 12'/2 Ib. fibreglas cloth plastic manikin in America! 


FLAIR ease MANIKINS 


115 W. 18th STREET NEW YORK CITY 
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SEA HORSES 
MERMAIDS 
FISH NET 


Planning your summer displays? We have a 
complete line of oddities and staple items.* 


@ PLASTIC FLAKES 
e SAND 

e YUCCA POLES 
e SEA FANS 

e SHELLS 


@ KUT GRASS 

@ COTTON ROPE 
@ STAR FISH 

e WOOD OARS 

@ BAMBOO POLES 


National Display Materials 


division of 
NATIONAL SAWDUST CO., INC. 
65 N. é6th St., Brooklyn II, N. Y 


*Hove your jobber show you our cofalog 

















SPANISH BULLFIGHT Posters 


Brilliantly color-lithegraphed in Spain, they're crowd- 
stoppers for window, mdse. displays of women’s matador 
slacks, tropical fabrics, men’s wear, imported novelties 
with Latin accent Large 1°, by foot display size. 
complete with Spanish text, four different $5.00 Giant 


21 
33, by 5'. foot size, lettering top only, $3.00 each, two 


different $5.00. Quantity discounts. 


LOS TOROS, Box 5964D, Indianapolis 20, Indiana 


Mawbattan| 


151 WEST 18th STREET, NEW YORK II, N. Y. 








letter co. 


MncornrPoRaTteod 








Order Your “‘Naturalike’’ Grass Mats 


and TUFF-TURF sprinklings from your display jobber 
today NOW! “NATURALIKE” are the finest GRASS 
MATS vou can buy. Ask for “NATURALIKE”™ when 


ordering. 


MEMORIAL GRASS COMPANY 
UHRICHSVILLE, OHIO 


WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
319-321 N. Paca St. Baltimore 1, Md. 

















SPRING AND EASTER FLOWERS 
Spots and Sprays 
NEW EASTER DISPLAY ITEMS 
Write for Free lIilustrated Brochure 
DYSON-ROBERSON DISPLAY HOUSE, 
560 Fourth Ave. San Diego, Calif. 
Manufacturers — Designers — Importers 
Jobbers Inquiries Invited 








RAO FOIL PAPER 
BASE METAL 
RAO FOIL CLOTH 


Special discounts to jobbers 


R. A. OHLHORST 


278-292 Johnston Ave. Jersey City 4, N. J. 








USE THE 


OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
$4.00 Per Column Inch— CASH WITH ORDER 
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Reminiscing 


MARCH, 1929 


Herman Frankenthal, B. Altman & Co., 
John Fernandez Vellozus, Franklin Simon & 
(o., both of New York City, and Sig Nissell, 
G. kox & Co., Hartford, Conn., served as 
judges for a local display contest participated 
in by 50 stores in Waterbury, Conn. 

This was a description of a spring opening 
corner window used by Marshall Field & Co., 
“The entire background 1s covered 
Hat with a fabric of modern pattern and in 


(hicago: 


subdued shades of orange, purple, and sand. 
four high panels of modernistic lattice panel- 
ing with decorative figures on futuristic lines 
are placed at vantage points in the window. 
Ten triangular flower urns filled with be- 
gonias and assorted flowers in orange, yel- 
low, and purple are placed about bases of 
the lattice columns. An _ ultra-modern panel 
in design as well as color is seen in the 
center of the background. Four evening 
wraps of transparent velvet in different color 
combinations are displayed on the modern 
figures.” 

\W. W. Yeager, formerly display manager 
for the EK. M. Kahn Company, Dallas, be- 
manager for W. H. 
Company, Springfield, Ill 

Window Advertising, Inc., held in’ Cin- 
cinnati a nation-wide conference of display 
‘Taking 
program were Sol 
Service, 


came display Roland 


installers prominent part in_ the 

Fisher, Fisher Display 
Chicago; R. V. Wayne, Detroit 
Detroit ; Mel Mevers, 
Meyers Display Service, Louisville, and H. 
J. Cox, Acme Display Service, New York 
City. 

The first business meeting of the Fort 
Worth Display Men’s Club was held. Charter 
members of the group were: E. B. Chester, 
president ; M. J. Bateman, vice-president ; 
Kd Napier, secretary; W. L. Huntsman, 
treasurer; W. S. Berryhill, James P. Conlin, 
Marshall E. Moody, R. L. Gosney, Mickey 
Laven, C. A. Miller, Horace Richardson, 
W. M. Ouzts, and Evan Routzong. 


MARCH, 1944 


The Sales Promotion Division of the 
National Retail Dry Goods Association, meet- 


Display Service, 


ing in Cincinnati for a three-day clinic, rec- 
ommended that a display section be established 
by the NRDGA 

The National Association of Display Indus- 
tries and DISPLAY WORLD sponsored a 
national display contest for the sale of War 
Bonds, with $3,000 in prizes. 

(scar Rutgers was named display director 
for the Parkchester, N. Y., store of Macy’s. 
He was formerly first assistant at Kresge’s 
department store, Newark, where his duties 
were absorbed by W. E. 
rector. KRutger’s replaced Sam _ Bellit, who 
was in the army. 

Ralph Nevling, who had been display man- 
ager for Chapman’s, Milwaukee, was in the 
navy. 


Mixon, display di- 


The reorganization committee of the San 
Antonio Display Club submitted this list of 
officers for ratification: Percy Cockrell, Hut- 


| chins Brothers, president; Matt Markusich, 














NEW, ENLARGED 


Display World 


The newly enlarged, cloth bound binder 
for your copies of DISPLAY WORLD is 
now available. Maroon, with title in gold, 
the binder opens flat as illustrated for 
easy reference to the pages of any issue. 
Copies can easily be inserted and removed. 


_____— 


MAKES YOUR COPIES OF 
DISPLAY WORLD MANY 
TIMES MORE VALUABLE 


@ Easily holds 12 copies 
@ Keeps copies clean 


@ Handy for reference 


+300 
~~ each postpaid 


Exchange regulations permit the acceptance 


of orders for the UNITED STATES ONLY. 


DISPLAY WORLD 


CINCINNATI 1, OHIO 








DISPLAY WORLD 








Ge 2 Na ai A Old Fashioned Ice Cream 
Kallinson’s, vice-president; French Ferguson, - 
Frank Brothers, secretary; Milton Varga, ~ ——. ‘a Chairs and Table 


Richbook’s, treasurer. ' ? \ Brand new! Not used! Heart shape 
N: enews a — | ie back! Heavy 5/16" steel wire 
Natt Levy opened his own display supply | x Los a utility pieces! 

business in Baltimore. \ < ~ A \ \ j No. 100 CHAIR unassembled and 
Edwin Wussow resigned ;: lisplay direc \ \ e \ unpainted, back and legs attach 

baw Ss esigned as display director with 8 carriage bolts. Sold in 

for Ed Schuster & Co., Milwaukee, after \ agg oe ctn. - . , 
- = aoe c ~_ & , AY \i wae 9 No. assembled an 

nearly oo youre with the nrm. ; ; : -—> \ / —_ i painted choice of biack, white or 
lop prizes in the national “Sew and Save” a’ gold. $12.50 ea. chair. 

display contest went to L. L. Wilkins, Pizitz ; Pa | : No. 50 TABLE BASE unassembled 

- ; : : | and unpainted, no top. $12.90 ea 

Dry Goods Company, Birmingham; Jesse A. \ | base. 

(lark, B. A. Sellars & Sons, Inc., Burlington, : No. 50 TABLE BASE with 30''x% 
: . , ' plywood top laminated with soda 

NX. ©., and Claude Morton, F. W. Woolworth 2 | ij fountain marble paper. Base 

Store No. 1, Chicago. j > we j painted choice of black, white or 


; old. Shipped knocked down 
John Burnheart resigned as display di- J — $29.95 ea. nea 


= cei Mite ‘ier 
rector of DePinna, New York City. Deaton tester & tte: Ce. 
916 Arch St., Phila. 7, Penna. 











Art Associates 


ls New Company > > a> a> a> a> a> a> a> ab ab ab ab ab ¢ 


Mrs. Paulene Alisch Blomquist and John 
[Isabelle have formed an art service firm > 
known as Art Associates, at 100 West 42nd e 
street, New York City. Mrs. Blomquist 
had been display director for The Hecht GET IN TOUCH WITH STEMPLER 
Company, of the same city. Isabelle tormerly ° ° 
was director for Le Ministere de L’Industrie A Manufacturing Source Since 1900 


et Commerce for the Province of Quebec 


and with WN. Gs. alliquette, td., Montreal. cial f ft 
& 


King-Size Colorstats WRITE FOR PRICES AND PARTICULARS 
Now Available 


( olorstats full-color photographic prints 
-are now available on a 24-hour basis for | SZ, 4s = 
display and advertising purposes in sizes | CiNnety OWnWds AAC. 
up to 4 by 5 feet, tt 1s stated by Michelle 28 NORFOLK 4ST., NEW YORK 2. N. Y. 


Lavelle, technical director of Authenticolor, 
Inc., 270 Park avenue, New York City. 





New Division Added ATTRA AULA LL LLU LLL LALA LLCO LULL LLL LL LLL LLL LLL LLL LLL 


By Hernard SSS. * 
Hernard Mtg. Company, Inc., Yonkers, N. = ~~ pees tal Ca ul ti af 


Y., molder of three-dimensional display let- 


ters and = point-of-purchase displays, has ) 
ters and p - ANY STORE WINDOW 


division which will be devoted 


to vacuum-forming. The process will be Here's the quickest, easiest, most economical way to glamourize store fronts 

. : . and windows. LITHOPHANE VALANCES apply in minutes, and instantly 
used to produce display letters and poimt-ot- ' transform even the dullest window into a thing of beauty. And tor a 
sale units. \ really versatile valance, there's no beating STREAMLINER. Allows for 
lettering in its center. Striking ia its “‘sign painter’? color and line treat 


=— ment. And eas» to alter to a wealth of arrangements and designs. 

Own Business Opened CHOICE OF TWO COLOR SCHEMES: 

By Petersen No. 1310—Black & Red bands, —" 4 
. : , , . a with white rippled glass effect center 18 x 25° rolls e 
Party Boutique is the name of a new No. 1311—Black & Silver bands 

party catering decoration business which with white rippled glass effect center. ORDER TODAY! 


has been opened in Minneapolis by Robert GARRISON WAGNER co 
2018 Washington Avenue, St. Louis 3, Mo. 
Manufactured by: ISINGLASS VALANCE CO., 5206 Tilden Ave., Brooklyn, NY. 
(LUVANNUANUNUVAOOUUUOUUUUAVUAEVOTOOOAGORSUNEEVAUUCOOOOUU OOOO AOEEUAURTEROEQAOUEYYAUOTOUUGOU OOOO UADREAESASUAAAEGOUU OOOO OOASASHUAEAEAOTTOOTOU OOOO SEOAAASAYAAASU USA POESHASHASAA POONA AEST 


HYANDVQOOODLODUDDOVUNANNANNNQ44V00000UDOUUUUUUUQNVAQNQNASUOOOOUUUDOUAELSOEROOGOGPHRROOD UU 











Petersen. He was in charge of display 
for The Dayton Company, of that city, until 
his resignation a short time ago. 
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Three Trailers Provide 


Traveling Displays . 
snd tah a Boston wholesaler Store Directory & 
of greeting cards, is using mobile trailers | Bulletin Boards for 
as display rooms. Pulled by station wagons, Better Selling! 
three such trailer units are in the field 
constantly, calling on retailers. ) Let an Acme board create impulse 
The exterior ot the trailer 1s a mobile buying with its departmental list- 
| ings and your advertisements. Write 
today for Acme's FREE folder ‘'Sell- 
ing Through Suggestion,’ and the 


| | latest catalog on directories and 
operates. Interiors are designed along the bulletin boards. 


self-selection principle with each assortment 
ot cards in its own easily accessible rack. ACME 
Interiors are colorfully decorated, brightly . 

lighted, and air conditioned. Power tor the BULLETIN COMPANY 
lighting, air conditioning, and heating equip- | 

ment is provided by a Kohler electric plant. 37 EAST 12TH STREET 
NEW YORK 3, WN. Y. 





outdoor display featuring a giant greeting 
card from the mayor of Boston to all the 
cities and towns through which the trailer 
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STUDY WINDOW DISPLAY 
AT HOME 


Easy Home Study course showing how to do 
every phase of window display work. Mer- 
chants, display men, women and beginners will 
find this course the finest of its kind. School 
founded in 1905. 


Employers: Free to you— 
Names of our Graduates. 


Write for literature and application rates 
which are being increased April Ist. 


THE KOESTER SCHOOL 


KOESTER BUILDING 





3710-12 N. CICERO AVENUE 
CHICAGO 41, ILLINOIS 








4W 107 


Davit Setting 


Height 6''; Width 4’: Depth 2’ 
Natural Boardwalk, white davit, re 


d 
shelves. Entire unit is wood $69 50 


construction. Price 


David Hamberger, Inc. 
115 W. 3rd Street, New York City 1 
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POINT-OF-SALE DEVELOPMENTS 


[Continued from page 77] 


ers continuing to exhibit this dramatic, eye- 
catching display.” 

In use, the trick bottle 1s inserted in a 
line ot actual Schenley decanters on the 
package store shelf. The bottle, actual size, 
is Of vacuum-tormed plastic, and is _ half- 
round. Periodically it drops downward out 
of line as if actually falling, then returns 
to its position. The fall and return are 
caused by the action of a miniature motor; 
a hidden rod links the bottle to its card- 
board carton 

The “tall” of the bottle, according to kn- 
glebard, is responsible for innumerable 
amusing incidents. Invariable reaction of 
the store customer on seeing the bottle be- 
gin to drop for the first time, he says, is to 
shout or attempt to reach the 
counter to catch it. “The display is good 
for laughs, good for attention-getting, and 
—best of all — it is good for ample sales 
of the decanter.” This is another display 
created and produced by Einson-Freeman. 

Principle element in the point-of-sale pro- 
motion of “Wate-On” a product designed 
to put weight on the unduly slim person — 
is a floor stand which has big, bold copy 
to tell the story of the product quickly and 
convincingly. It also contains a pocket for 
free literature. Easily accessible bottles in 
various sizes make it easy for the weight- 
seeking customer to wait on herself without 
delay or embarrassment. 

An attractive vertical lipstick display 
which rotates smoothly to facilitate inspec- 
tion and selection has been designed by 
Northam Warren Corporation, Stamford, 


even across 









































—''Of course if you're going to follow me around, looking for something to complain about... 


juni 


kk 
ANS 


Conn., to feature the firm’s 29- and 59-cent 
“Stay Fast Cutex” lipsticks. The space- 
saving unit pre-sells the customer and aids 
selt-service. 


"Mechanism Of The Month" 
Initiated By Dorothea 


Designers who utilize animation in displays 
may now obtain a new and different mecha- 
nism on a monthly basis through subscription 
to the “Mechanism of the Month” club, ac- 
cording to Ed Burnett, manager of 
Gale Dorothea Mechanisms, Elmhurst, L. I. 
The plan is to distribute sample mechanisms 
for prospective quantity users at low cost, be- 
tween the $3 and $10 range, to silk screeners, 
lithographers, designers, and major display 
houses for installation in display animation. 

Twenty-seven charter members representing 
various mdustries are presently enrolled, 
Burnett said, adding that members may join 
at any time, resign at any time, and that no 
fees are required for membership. The sub- 
scriber becomes the owner of the mechanism 
he receives each month. 

March’s choice is a roller towel mechanism 
12 by 36 inches that drives a continuous roll 
of paper on which display advertising can 
appear. It is the first time such a mechanism 
has been introduced. 


sales 


Local Contest Scheduled 
For Spokane Festival 

A window display contest for Spokane mer- 
chants will be held in connection with the 
local Lilac Festival Week which begins May 
ll. Joe T. Sjursen will be in charge of the 
judging committee; he is display director of 
Frederick & Nelson, Seattle. 
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Position Wanted—Capable, 
sive displayman, 2) yrs. experience. 
Modern, orignal creations, progres- 
sive showmanship, effective window 
and interior trims. A valuable as 
set. Consider comb. assignment. 
Character, ability references. Ad 


dress BOX 3EF, c/o Display World. 


aggres- 








SALESMEN 


Far West & West coast open 
for exclusive representation of 
the 
selling display 
market today 


- 


last 
items the 
for department 
stores and better stores only. 


Address Box 3GH 


DISPLAY WORLD 


one of top lines of 


on 


Care ot 





AWE-INSPIRING CHRISTMAS DISPLAYS 


“THE LIFE OF SANTA CLAUS” 
trafhe builder and crowd pleaser built by BLISS of New 
Y ork. 


— a dignified authentic 


>< 
“ 


electric motor driven animated (plus one inani- 


DISPLAY SALESMAN WANTED 
for Southern Calitornia To sell as 
Mantkin§ refinis 
i wig mtr. Exce 


sideline hing and 
wigs for 


Mission 


llent com 


3DE 
WORLD 


Address BOX 
Care of DISPLAY 





mate) tableaux depict Santa's entire life. Each tableau ap- 





proximately 4 ft. long, 2 ft. deep, 4 ft. to 6 ft. high all in 


excellent condition. Cost $35,000 would cost 


$50,000 to duplicate. Shipping weight 2800 Ibs. 
“ALICE IN WONDERLAND” — 8 
illustrate this fairy story in motion. Cost $5,000 originally. 
Each unit approximately 4 ft. long, 1% 


originally, 


motor driven units 


ft. deep, 3 ft. high. 
Sets do not include motors. 


PHOTOS AND DETAILS ON REQUEST 
LEBAVITT’S 
Manchester, N. H. 


Display Manager 
Wanted 


Experienced in men’s” wear. 


Capable of planning and pro- 
dis- 


modern window 


Pleasant and congenial 


ducing 
plays. 
working conditions and a fine 


community in which to live. 


Address Box 3JK 


DISPLAY WORLD 


Care of 








POSITION WANTED 
Display manager desires change. 
Prefer ladies specialty shop. Age 
33, 11 years experience, excellent 
card writer. Can furnish refer- 
ences and photos on request. 

Address BOX 3IJ 
Care of DISPLAY WORLD 











POSITION WANTED 


By Dept. Store Adv. Man. 
12 yrs. last position. Will con- 
disp. 
store 
mgr. Middle age, good health, 


sider combination adv.. 


and signs, or assistant 


good habits. 


Address Box 3BC 


DISPLAY WORLD 


Care of 





LITTLE WOMAN NEED A MINK? 
FREE-LANCE DISPLA YMEN—This is for You! 


Shoes—Ladies Specialty—Men’s Clothing 
and Furnishings 


DISPLAY MAN WANTED 
Progressive “medium priced” men’s, 
women’s and children’s has 
opening for aggressive display man. 
Full or part-time will ye 
sidered. State qualifications 
desired salary. 


McQUADE’S, 


store 


Manchester, N. H. 








Get HER that Mink — line YOUR pockets, too! Investi- 
gate this profit-making deal. Here's your chance to pre- 
sent your clients with the finest display fixtures on the 
market today! 


NATIONALLY KNOWN ... PREMIUM QUALITY... 


HIGH STYLING ... MEDIUM PRICED... 
COMPLETELY FUNCTIONAL. 


FOR SALE—Animated Christ- 
mas display for large window 

details & 
A. H. BENOIT CO. 


Portland, Me. 


——fOr photos, write 





FULL SALESMEN’S COMMISSION 





Do yourself a favor — write today for complete details. 


DO IT NOW! 


Address BOX 3HI 
Care of DISPLAY WORLD 








WANTED 
Wisconsin display jobber de- 
sires line of wrought iron fix- 
tures and accessories. 

Address Box 3CD 
Care of DISPLAY WORLD 











WANTED 


Display man for medium-sized 
Houseware, Gift and Novelty 
dept. store in Brooklyn, N. Y. 
Chain store experi- 


or dept. 


ence preferred. Excellent sal- 


Replies confidential. 


FORTUNOFF’S 


561 Livonia Avenue 
Brooklyn 7, N. Y. 


ary. 





EXCELLENT TERRITORIES NOW OPEN 
We have a few very fine territories open for wide-awake sales 
representatives who are presently selling successfully to retail 
This company 


stores. Our line consists of high-style florals. 


Display Salesman with 
Following 


Highly styled line for Depart- 
ment stores & specialty shops 
only. Summer line now ready. 
Write full details, no objection 
to non-conflicting lines 


Address Box 3AB 


DISPLAY WORLD 


(are ot 





has been designing and manufacturing outstanding floral designs 





for more than half a century. Very high percentages for you. 
An opportunity to make some real money, if you are a producer. 


Address all inquiries to: 


Address BOX 2DE 


Care of DISPLAY WORLD 


WANTED 
Combination window trimr 
advertisng man Will 
young man now being em; 
assistant Permanent FP 


WRITE 


ELLISONS DEPT. STORE 
Minot, North Dakota 














Midwestern display house travelling 7 salesmen desires informa- 
tion on lines of fixtures, foliage, mannequins, earring displayers, 


mirrors, background papers, turntables and showcases. 


Address BOX 3FG, Care of DISPLAY WORLD 








OPPORTUNITY 
EXCHANGE 


Continued on Next Page 
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TERRITORIES OPEN FOR JOBBERS 25% COMMISSION 


=e ; To manutacturer’s representatives and commission salesmen ex- 
We have an excellent line of high-style florals. Our displays fo manutactu dir 


: . . . verienced and with following in display calling on best depart- 
are priced right . priced to provide handsome profits tor the | 5 pra) 5 I 


Th: . . . ioe” Tas ment stores and specialty shops. Particularly west, northwest 
jobber This line is in big demand with leading retailers all ' 


atT and midwest. See our display ad in this issue showing the 
over the country. Outstanding designs and skillful production , : r of 150) | 5 1: 
a. . roe qualitv type merchandise we offer. QOver 150 items in our line 
assure you of tast turnover, big-volume sales. Write tor com- “ y yi : 
-_ of all mediums exclusive with us alone. Reply must contain exact 
plete intormation to: 


territory covered and resumé of experience. 
Address BOX 2EF DUPLEX DISPLAY & MFG. CO., INC. 
Care of DISPLAY WORLD 916 Arch St. Philadelphia 7, Pa. 

















CHRISTMAS TRIM FOR SALE Salesmen Wanted—We carry a full | | , ,,. Used MANIKINS $10 

Lhe Story of “The littlest Angel” in 2 hattery of 1? windows line or decorative woods Manza e- 1eC¢ Comp ete—as n— ( rat- 
‘ me : ° . —s ._ = ed ' , nita, ( ypress Knee -, Nat. W ood ing charge $2.50, IF ( BR. New 
sculptured in papier mache, one-quarter original price. Photos Display Stands, Grape Trunks, V ork 
and price on request. WALKER-SCOTT COMPANY, Sth Ave. Driftwood, Ming Tree materials, etc. , 
at Broadway San Diego California Catalog available. Excellent side MADISONIA 

F , , line; lib, comm.; repeats P. QO. 152 W. 25th St., New York 1, 
Attention: Sal Gallegos BOX 373, Reno, Nevada. N. Y., Chelsea 3-1550 




















USE THE OPPORTUNITY EXCHANGE 


e POSITIONS WANTED e POSITIONS VACANT 
e LINES WANTED e JOBBERS WANTED, Etc. 
$4.00 Per Column Inch — Remittance With Order 

















dvertising Index—March, 1954 


Display Marketers : IK 
Displays Original P] 
al ' astic Binding Corp. 
Doerr and Associates 71 Kasson Die and Motor Co 4 . 
Dragon Printing Works Kaye Co., Inc., S. L ) R 
_ ‘ry ) } 
Duplex Display & Mtg. Co. R] Koester School 82 


Parkside Displays 


1). sonTti Rober soTl 4 Korrect Way Products Bac k Covet R s Studios 


Red Wing Products 
L. Reedcraft Manutacturing Co 
Reinermann Fixture Co. 
Laverne Originals - Reyburn Mfg. Co., The 
los Toros wn Reynolds Electric Co. 
Lustra Corp . Russel’s of Calitornia 
Rustic Furniture Co., Inc. 
M 
[2 +e], < 4 7 . ‘ cit — ‘sr - " } 1 
ne Dec ravive studi Ferro-( Anealy Cor] Madisonia Manikins, Inc 
. ’ or ' t\/ ‘ " » . . -—" 
Res =-2e Flair Plastics, Ine Mandle. Mortimer B. 
wie? ~ ‘ l ] enc © . . : , 
— vere ee } Frankel As ociate Manhattan Motion Manikin Schack’s, . ; 
ferton Plastics, In / Frostee Sno Co Mirs Ine., Inside Front Cover 
; . , Coes : : . . ‘ : 
rest Devices Co Manhattan Wood Letter Co 0) Shoe Form Co., Inc. & 
Bliss Disp et Corp iV, il Miedium,. The 3 Showcard Machine Co. 
re > , , ~ - . > 
Brevel Products Cory / G Memorial Grass Co RO Stempler & Sons, Inc., Barney 
? . | ’ . a* " ’ 
b neers s Dunton & Metropolitan Mechanical Stensgaard & Assoc., Inc., W. 
Butler Mtg. Co., Garrison-Wagner Co., Display Co Store Equipment Co. 
B. B Inside Back Cover Giasthoff Co., Earl W Morgan Co., The Store Kraft Mtg. Co. 
Butler Paper C Upposite | Ase neral Display Corp. 36 Muldner Co., The ; 
(;lo-Brite Products. In 
N 
Mine — ts : Ter Inc. 
le Peat : H Naren Industries, Inc. ; r 1] PL ag ag 
Display Co ee has National Association of so eee See es 
igo Cardboard Co 52 Hamberger, Inc., David ' Things from Texas 
- Display Industries = : 
hen Co., Art R Hansen Mfg. Co., A. L National Chair Co Trans-World ¢ OTp. 
ohen Disp! Peset 1}; ‘abrics Corp ay. : . T kle Jisplays 
en Display Equ | - Harlan Fabric Corp. 5. National Display Materials Twinkle Display; 
Harry ¢ ) Hernard Mfg. Co., Inc New York Display Mfrs 
Olumbia Steel & Brass Cory Hertvy Co. Group 
onstant & Thor, In y Herzberg-Robbins. Ine 
oronet Mfg. C: 73 Hofmann, Christian QO 
Hoover & Sons Co., Toseph 
Pn 


ornell, Gertrude 
rown Metal Mfg. © 4; Hurlock, Inc., W Ohlhorst. R. A 
Opportunity Exchange 


1) 
I Pp Waelters, Inc., Ben 
Darling Mig. Co., Inc., L 3 Williams, Inc., D. G. 
Decorative Plant C Illinois Bronze Powder Co 53 Parallel Mfg. Corp. 2 W. H. Window Display 
Display Equipment Co , Isinglass Valance Co Park Lane Fabrics Co.., Form 











DISPLAY WORLD 











‘“*PEG-BOARD'" is the 
Reg. T.M. of B. B. But- 
ler Mfg. Co., Inc. used 
to identify its products. 


WRITE NOW for complete descriptive literature in- 
cluding prices . . . and the name of your nearest 
distributor. 


for 
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copyright 1953 Be Be BUTLER MFG. CO., INC., 3150 Randolph St., Bellwood, Illinois 
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For the first time all plastic mannequins that offer the 
ultimate in fashion and quality. These plastic mannequins 
are almost indestructable ... excellent for interior store use 
—they represent years of technical skill and research 

by Korrect-Way, who has been producing high fashion 


mannequins for America’s stores for many years. 


$150.00 Each in Misses, Juniors and Sub-junior sizes. 


ciRCLES 


BEST 


call or write the distributor nearest you—for complete information: 


Atlanta, Ga.— Melvin S. Roos & Co., 181 Pryor St.. S.W. 

Baltimore, Md.— Baltimore Display Inds., 7 5S. Hanover St. 

Boston, Mass.— Eastern Displays, Ine., 51 Kneeland St. 

Buffalo, N. ¥.—Samuel C. Dutch & Son, 187 Washington St. 

Chicago, Ill. —Hecht Fixture Co., 211 S. Wacker Dr. 

Cincinnati, Ohio—General Display Corp., 140 W. Fourth St. 

Dallas, Texas— Mr. Leonard W. Stark, Marshall Moody Bldg., 1104 Jackson 
Denver, Colo.— Walter W. Martin, 1622 Arapahoe St. 
Detroit, Mich.—The Art Products Co., 1425 Broadway 

Honolulu, Hawaii— Bader’s Display House, Ltd., P. O. Box 3949 

Kansas City, Mo.— National Equipment Corp., 919 Broadway 

Memphis, Tenn.— Wray Williams Display Co., 21-23 5. Second St 
Minneapolis, Minn.—L. E. Hier Display Equip. Co., 23 North 6th St. 
Montreal, Quebec, Canada— Faye Perm Displays, Ltd.,8St. Catherine St. | 
New Orleans, La.—Wray Williams Display Co., 531 Canal St. 
Philadelphia, Pa.— Naythons Display Fixture Co., 909 Arch St. 
Pittsburgh, Pa.—Art R. Cohen Co., 810 Penn Ave. 

Portland, Ore.— Mr. Roderick 8. Claney, P. O. Box 4631 

St. Louis, Mo.— Midwest Display Equip. Corp., 2310 Locust St. 

San Francisco, Calif.— Kehoe Display Fixture Co., 541 Market St. 
Tampa, Fla.—Eddie Allan, 1211 Franklin St. 


fashion show mannequins 


KORRECT-WAY DISPLAYS 


division of AMERICAN FIXTURE AND MANUFACTURING COMPANY 
2300 Locust Street, St. Louis 3, Missouri 


New York office and showroom: 11 West 42nd Street, New York, N.Y. 





